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Write for a copy of the BRIEF and its 


advertising rates. 
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SOME INTERESTING TRADE 
JOURNAL. METHODS. 


A manufacturer who buys space 
in a live trade journal, and takes 
the pains to keep it filled with live 
copy, believes that he is adver- 
tising for just one purpose—re- 
sults. 

“Why, certainly,” he would say, 
“Results are what count—orders, 
and the money, and a good profit, 
What are we here for, anyway?” 

The advertising department of 
the Engineering and Mining Jour- 
nal, the New York technical week- 
ly, believes otherwise. 

“Over here we tell our adver- 
tisers not to expect results,” said 
John M. Bruce, advertising man- 
ager of the publication. “The 
Engineering and Mining Journal 
goes to mining engineers, superin- 
tendents and foremen working ac- 
tively in the field, and they read 
the paper to keep abreast with im- 
provements, new methods and the 
latest machinery. Our journal 
will bring direct orders, but we 
count them the small game of trade 
journal advertising. The big game 
is publicity—advertising to make a 
manufacturer and his products’ so 
well known that when the mining 
engineer thinks of belt conveyers 
he will think of Robbins; or of 
metal_screens, of Aitchison; or of 
leather belting, of Schieren. The 
trade journal ad that aims at 
nothing more than immediate or- 
ders interests that very small frac- 
tion of readers who are contem- 
plating purchases. But the adver- 
tising built for general publicity 
impresses every reader, and when 
purchases are made a year later, 
or five years later, the advertiser is 
still a factor to be reckoned with. 

“There is a radical difference 


No. 5. 


in the advertisement for orders 
and the publicity advertising cam- 
paign. The first can be pretty dry 
reading. Ninety-nine per cent of 
a trade journal’s readers will skip 
it, while the one per cent in need 
of machinery will hunt it up, be it 
nothing more than the conven- 
tional business card announcement. 
Trade journal advertising for gen- 
eral publicity, however, must be so 
interesting that everybody will 
read the advertising pages for their 
information. 

“Not long ago a professor in a 
prominent Pennsylvania college 
ordered a hundred copies of the 
Engineering and Mining Journal 
for use as a text-book in his ad- 
vanced class on mining engineer- 
ing, and his letter said, ‘Your ‘ad- 
vertising pages furnish an encyclo- 
pedia of advanced practice in 
1uining machinery.’ We consider 
it the duty of the advertising de- 
partment to make the advertising 
pages as interesting as the reading 
matter, and we give as much atten- 
tion to preparirz live copy as to 
getting new contracts. Our adver- 
tising section is based on several 
principles. First, it is treated as 
a whole—the ads are not a hodge- 
podge of separate announcements, 
but are made to conform to a gen- 
eral scheme that gives them all 
tone and interest. Second, while 
they are necessarily very techni- 
cal in nature, we make them tech- 
nically correct but stop short of the 
point where they would become 
technically boresome. Third, we 
avoid as far as possible the adver- 
tisement that runs the same size 
in each issue for a year, and in 
pretty much the same position. 

“Change of copy is good. Change 
in the size of space and position 
carries the same principle further. 
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Here is an advertiser who uses two 
pages fifty-two times a year, for 
example. His copy is changed 
frequently, but he insists on uni- 
form space and the same position. 
We give it. His advertising costs 
$6,000 a year. Here is another 
who was using two-thirds of a 
page each week. He adopted a 
scheme suggested by us, and now 
uses during the year forty one- 
third page ads, six full-page ads, 
three two-page ads and three four- 
page ads. At a total cost of only 
$1,700 he makes a better impres- 
sion than the $6,000 man. Another 
advertiser who was using one-third 
page weekly cut his space down to 
one-sixth page, and now puts the 
space saved into a four-page ad 
twice a year. These four-page ads 
enable him to tell a very complete 
story, and we can give him four 
pages on colored paper at regular 
rates. All his smaller ads lead up 
to these spreads, and follow them 
up between times. Change of space 
necessitates constant change of 
copy, of course, so the advertising 
never gets into a rut. Change of 
space, position and copy also en- 
livens our advertising section and 
attracts readers. 

“We prepare copy for advertis- 
ers, and our service the past year 
along the lines indicated has done 
much to improve our advertising 
pages. With the occasional two- 
or four-page ad, however, there is 
one danger to guard against. Given 
so much space, the average adver- 
tiser usually wants to tell a long- 
winded story, beginning with the 
history of his firm. We discourage 
this, airing to get into the space 
the maximum of information about 
the leading points of his product 
in the fewest words possible. Here 
is where the question of techni- 
calities comes up. Practically 
every ad in the Engineering and 
Mining Journal is technical, and 
in preparing copy it is necessary 
to get technical details right. The 
advertising goes to technical read- 
ers. Some of our technical in- 
formation comes from the adver- 
tiser himself. We study his busi- 
ness proposition as though we 
were to become one of his sales- 
men. With so much machinery, 


though, it is not possible to get as 
thorough a knowledge as we could 
wish, so photographs are depended 
upon for illustrations in neatly 
every case. When an artist draws 
a picture of a rock-drill there are 
a hundred places in which slips can 
be made, and when he undertakes 
a picture of a coal miner, drawing 
from imagination, the result is not 
happy from the real coal miner's 
viewpoint. The hand-made pro 
duct often looks more like a floor. 
walker than a miner. Photographs 
get all these little details right, and 
at very slight expense. The camera 
alone can be trusted with technical 
illustrative work. Then we have 
an expert editorial department to 
fall back on for corrections, sug- 
gestions and information. The 
advertising department of a trade 
paper is prone to forget that the 
editors exist, usually. Another 
source of technical information— 
and a valuable one—is the adver- 
tisers’ catalogue. 

“All these are helps, however, 
not models. After reading the 
catalogue we put it away. After 
getting the explanation of Mr. 
Rickard, our editor-in-chief, we 
forget the technical words he used, 
remembering only how the machine 
works. Technical phrases are 
avoided as a pest. A mining en- 
gineer isn’t interested in an ad 
beginning with a. phrase like 
‘Horizontal triplex double-acting 
electrically driven pumps’—no 
more interested than a shop-girl 
would be. All he wants to know 
is how it works and wears. Tech- 
nical words seldom tell him that, 
They are just names. 

“It is a good rule, we find, to 
have one idea to an ad, and to 
make that idea clear by means of 
pictures and facts about the ma- 
chine. Here’s an ad showing 2 
half-tone of a mine pump. The 
water pumped from a coal mine 1s 
acid and corrosive. The interest- 
ing question about a mine pump, 
therefore, is ‘How will it stand 
acid water?” To make clear the 
wearing qualities of this particular 
pump we printed under the half- 
tone the following: 


The total expenses of this pump for 
repairs has been $279.31 for eleven 
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years, or $25.40 per year. The capacity 
at normal speed is 1,000 gallons per 
minute. Assuming the pump to have 
heen in operation at one-half normal 

d, a conservative estimate, it has 
lifted 10,000,000 gallons of water 650 
feet high for every dollar of expense 
for repairs. 

“Now, the information for this 
paragraph was not got by studying 
the pump or books. We simply 
wrote out the argument, left blanks 
for the figures, and they were sup- 
plied by the manufacturer. This 
plan works well, for it gives live 
arguments with correct details. 

“Our, four-page ads not only 
hammer away at one idea, but are 
so constructed that the whole ar- 
gument is cut up into little para- 
graphs, each telling a complete 
story. No matter where the eye 
rests, on picture or text, there is 
an entire story in a phrase or two. 
The tendency with plenty of space 
at one’s disposal is to build up a 
long argument, one part leading 
into the next. The result is an ad- 
mirable piece of special pleading, 
but not good advertising. The ad 
that conveys most information 
most agreeably is the one that can 
be read backwards, forwards or 
from the middle. The whole ob- 
ject is to get at the heart of a 
thing in spite of the technicalities, 
and then to put the heart of the 
story before the reader. Some 
time ago we contracted with the 
manufacturer of an engine for a 
full page to run a year. Before 
the first ad was prepared we took 
his engine apart, photographed and 
analyzed it and prepared a series 
of fifty-two reasons why that en- 
gine should be purchased. One 
week the ad dealt with the steam- 
chest, showing why the valves were 
strong and economical, how the 
strains were minimized, and so 
forth. Another ad told about the 
boring of the cylinder, and another 
explained the construction of the 
cut-offs. This was all told in plain 
United States, and didn’t need a 
college training to be intelligible. 
The whole story, planned for a 
year, was infinitely better than fif- 
ty-two single ads could have been, 
both from the advertiser’s stand- 
point and the reader’s. 

One four-page advertisement 
worthy of special mention was that 
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printed recently for the Engineer- 
ing Company of America. The 
engineering profession has ethics 
somewhat similar to those govern- 
ing physicians, and an engineer’s 
advertising has heretofore been 
confined to a severely plain busi- 
ness card. In this case we suc- 
ceeded in preparing an advertise- 
ment setting forth what the com- 
pany had to offer in a way that 
was interesting, yet so dignified as 
to be quite within the bounds of 
ethical usages. The Engineering 
Company of America is a corpora- 
tion that undertakes civil, hydrau- 
lic, mechanical, mining and metal- 
lurgical contracts, and the com- 
bination of these five branches of 
engineering, heretofore carried on 
by specialists in each field, made a 
piece of news of importance to our 
readers. 

“An editor thinks of a paper’s 
readers. The advertising man is 
more likely to have the advertiser 
in mind when he plans and writes 
advertising. But the readers are 
most important. Their conveni- 
ence must be studied, and their 
point of view. Readers of techni- 
cal journals enjoy technical stuff 
with the technicalities left out. The 
advertising pages of a technical 
publication can be made intensely 
interesting by proper treatment, 
and readers will learn to turn .to 
the ads in such a paper expecting 
stuff as good as the editors pro- 
vide. It takes a remarkably short 
period to call attention to the ad- 
vertising section in this way, and 
when the journal has acquired a 
reputation for bright ads it en- 
dures. The average trade journal’s 
advertising, however, is consulted 
only by those who actually want 
to buy. The man who doesn’t need 
anything just at the moment knows 
there’s nothing doing in the adver- 
tising section, and avoids it. Con- 
sequently it is good for little as 
general publicity—and general pub- 
licity is the object of trade journal 
advertising.” 

The first number of the Engi- 
neering and Mining Journal each 
month is an export issue, extra 
copies being printed to sendabroad. 
By an admirable system the export 
number goes to a different quarter 
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of the world each month, and thus 
in the course of the year the paper 
touches every foreign country 
where mining is carried on. The 
yearly schedule is as follows: 


January—(Statistical number)—Spain, 
Portugal, Central America. 

February—Mexico, West Indies, 

March—Great Britain, Holland, Scan- 
dinavia, Dutch East Indies. 

April—Coal fields of the world. 

May—South Africa. 

June—France, Belgium, Italy, Islands 
of the Mediterranean. 

July—Russia, Siberia. 

August—Germany, Luxemburg, Switz- 
erland, Austria-Hungary. 

September—Mexico. 

October—Japan and Far East, South 
America. 

November—South Africa. 

December—<Australasia. 


Editorial matter in each of these 
export numbers has direct bearing 
on the mining conditions of the 
countries to which it is mailed. 
By this method of distribution the 
manufacturer making machinery 
used only in certain parts of the 
world can advertise there without 
waste of circulation. 

Jas. H. Coi.ins. 


————_+o+—_____ 
THE IDEA IS A SPLENDID ONE. 
Norrotk, Va., April 25, 1904. 
Editor of Printers’ InK: 

Your idea of investigating newspaper situa- 
tions throughout the country is a splendid one, 
and in line with intelligent progress and mod- 
ern methods. 

The American Association of Advertisers 
constantly wrote the Dispatch letters stating 
that they were going to send a representative 
here to investigate the situation. We always 
replied, stating that we would welcome him, 
but he never showed up. We did receive one 
time a letter from this association intimatin 
that it thought the general advertisers mee 
boycott newspapers which were stirring up 
strife between employer and employee. The 
matter did not affect or interest us very much, 
except that we thought it the supreme height 
of impertinence for any body of that kind to 
attempt to dictate the policy of newspapers in 
any such fashion. Circulation should be in- 
vestigated as circulation pure and simple, in 
our judgment, and we are inclined to think 
that Printers’ Ink will give a fair, square re- 
port on it. Very truly yours, 

Tue Norrork Dispatcu Pus. Co., 
James M. Thomson, Mgr. 
——_+o+ —___ 

Everything comes to the man who goes 
after the things some other fellow is 
waiting for.—Cleveland-Akron Bag Co., 
Cleveland. 


A subscriber about seven years in ar- 
rears to a Smithville paper was dying. 
The editor dropped in to see him. “How 
do you feel?” said the pencil pusher. 
“All looks bright before me,” ga 
the subscriber. “I thought so,” 
editor. “You'll see the blaze in about 
ten minutes.”—Ex. 
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DECEIVED BY A FAKE Dj. 
RECTORY. 


ALExANDRIA, IND., April 20, 1904, 
Editor of Printers’ Ink: 

In the directories (newspaper) of the 
country, I notice the Alexandria Semj. 
Weekly and Weekly Press of Alexan. 
dria, Ind., is rated as having a circula- 
tion of approximately 1,400. Having 
been deceived myself, or rather they at- 
tempting to deceive me as to their cir 
culation, I made it a point to be pres- 
ent when the edition started to press 
a few weeks ago and watched the 
counter. I was present an hour later 
after the edition was off and noted that 
they printed 525 papers. Is such a sty 
pendous fraud allowable even under 
the liberties given to newspapers? [| 
am ready to make affidavit to the above 
and defy the proprietors, C. F. Meyer 
& Brother, to refute it. To their sub- 
scribers and advertising patrons they 
are equally ready to repeat their fraud- 
ulent claims and thus defraud them out 
of money for fictitious circulation, 
Whether you do any business with these 
people or not, I do not know, but I do 
want those who do posted, and if you 
will tell me how to reach them I will 
take it up directly. Such ee should 
be exposed and prosecuted. You may 
make what use of this you like and are 
authorized to use my name in full— 
they know me. L. Garricus, 


There is but one newspaper 
directory that takes any particular 
pains to ascertain and state facts 
about newspaper circulation, and 
that one is Rowell’s American 
Newspaper Directory, and in which 
the circulation of the Alexandria 
semi-weekly Press is given as 
“JKL,” a rating which means “not 
exceeding a thousand copies.” If 
it exceeds a hundred copies it 
would still have the “JKL” rating, 
the editor of the Directory taking 
the ground that a thousand is the 
advertiser’s unit of value and, tak- 
ng one paper with another, an ad- 
vertisement is not accepted by pa- 
pers printing two or three hundred 
copies at a lower price than it will 
be taken by a paper printing eight 
or nine hundred copies. 

————_+o__—_ 
WHAT THE ELECTRIC SIGN IS 
A SIGN OF. 

The electric sign indicates modern, 
progressive methods; it illuminates as 
well as advertises; it brings life to the 
neighborhood; it suggests a store worth 
visiting and people worth meeting; it 
indicates prosperity and confidence if 
winning public approval. The purchas 


d ing public has high regard for the met- 


chant who is not afraid to apply bright, 
white light to his wares.—Bulletin New 
York Edison Company. 
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Little Lessons in Publicity.—Lesson 38. 


M. Lee Starke, Tribune Building, New York, and Tribune 
Building, Chicago, takes pleasure in announcing that he has 
severed all business relations with the NEWARK NEWS, and 
will hereafter devote his entire time and attention to the follow- 
ing great evening dailies, which retain his services on a 
strictly salaried basis and instruct him to assist advertisers in 
every way possible : 


THE WASHINGTON STAR. 
Washington is a “ one-paper city.” 
THE EVENING STAR is the paper. 


THE BALTIMORE NEWS. 


Baltimore is a “ one-paper city.” 
THE BALTIMORE NEWS is the paper. 


THE INDIANAPOLIS NEWS. 
Indianapolis is a “ one-paper city.” 
THE INDIANAPOLIS NEWS is the paper. 


THE MONTREAL STAR. 


Montreal is a “ one-paper city.” 
THE MONTREAL STAR is the paper. 


THE MINNEAPOLIS, JOURNAL. 
THE MINNEA POLIS POURNAL is the paper. 





MM. LEE STARKE, 


Tribane Building = Manager General Advertising, Tune Building 
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AN INGENIOUS COMPETI- 
TION. 


In the March number of the 
Ladies’ World, New York City, 
the publishers offered five cash 
prizes, aggregating $25, for the five 
best short stories made up from 
phrases. taken from the advertise- 
ments in that issue. The stories 
were to be in narrative or dialogue 
form, to have only two characters, 
and to be limited to 500 words. 
Joint authorship was permitted, 
and the prizes were to be awarded 
to those who told the most interest- 
ing story and used the greatest 
number of ad phrases. 

The results of this competition— 
which was, of course, a subtle way 
of leading people to study the ads— 
were very interesting. More than 
800 stories were received, and in 
this mass of manuscript there were 
47,000 quotations from the adver- 
tisements. Those mentioned often- 
est were as follows: 

N. K. Fairbank Co.......... coos 26947 

Montgomery Ward & Co 712 
Iver Co. 

Pabst Extract Co 

E. W. Hoyt Co 

Novelty Mfg. Co 

Franklin Mills 

Cc. S. Dent Co 

Pond’s Extract Co 

John M. Smyth Co 

One of thhe prize-winning stories 
started off in this fashion: 

“Gerhard Mennen” (Borated Talcum) 
awoke from a refreshing night’s on in 
a “life-is-worth-living’” (N. K. Fair 
bank Co.) mood that made mere_exist- 
ence a “perfectly pure” (Royal Granite 

_ Steel Ware) delight. Blessed with a 
“sturdy body and an aetive mind” 
(Cream of Wheat) and “always ready” 
(Walter M. Lowney & Co.) for a tussle 
with fate, he donned his clothes with a 
“splendid fidelity as to detail and color- 
ing” (Anheuser-Busch Art Plaques), se- 
lecting his wearing apparel “with best 
judgment as to faultless style and per- 
fect fit” (John M. Smyth Co.), rejecting 
all except the “latest and most fashion- 
able garments” (Montgomery Ward & 
Co.) until, as the last touch to an “at- 
tractive and stylish” (Smith Novelty 
Co.) costume he took from a “beautiful 
new upright piano” (Lyon & Healy) that 
stood in the next room a finger ring 
beautiful in its . “artistic design an 
finish” (Meriden Britannia Co.), 

The sequel to a story about a 
man starting out with a Britannia 
ware ring is not hard to divine. 

“The success of this competition 
was such that we shall conduct 
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others in future issues,” said 
Horace Dumars, advertising man- 
ager of the Ladies’ World. Com. 
petitions that lead people to study 
the ads ate not new, but this seems 
to be a better one than any here- 
tofore devised. The scheme best 
known is that in which readers are 
required to find misspelled words 
in the advertising columns. It 
feads to thorough reading of the 
ads, but when the required words 
have been found the paper is 
dropped. Our plan practically com- 
pels readers to go over the ads 
again and again. The best ads 
were not mentioned oftenest. One 
funny feature of the competition 
was the fact that the well-known 
catch phrase of Dent’s Tootache 
Gum, ‘A swell affair,’ was men- 
tioned in 508 manuscripts out of 
the 800 submitted. The stories 
dealt largely with parties, balls and 
other social functions, and every 
one of these was naturally ‘a swell 
affair.” The Fairbanks Co. was - 
mentioned more than twice as many 
times as there were manuscripts re- 
ceived, chiefly because the company 
had several ads in that issue of the 
Ladies’ World. Some of the best 
advertisements from the advertis- 
ing standpoint were not mentioned 
many times, but of course they 
were read as diligently by the con- 
testants as those that were men- 
tioned oftenest. A peculiarity of 


" the contest was that the advertise- 


ment consisting largely of an at- 
tractive picture stood little show 
of being mentioned, while those 
that told a somewhat long story in 
small type were read for suitable 
phrases. There is no way of say- 
ing just how much such a contest 
means in inquiries and orders to 
advertisers, but I am convinced 
that it must do real good.” 
he 
“Remember, boys,” said the teacher, 
‘that in the bright lexicon of youth 
there is no such word as ‘fail.’” k 
After a few moments a boy raised his 


hand. 

“Well, what is it, Socrates?” asked the 
teacher. 4 ‘ : 

“I was merely going to suggest,” re 
plied the youngster, “that if such is the 
case it would be advisable to write to 
the publishers of that lexicon and call 
their attention to the omission.”—The 
Wasp, 
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Newark Evening News 
58,000 COPIES NET. 








To Advertisers and 
Advertising Agents: 


After May 1, 1904, the general adver- 
tising business of the 


Newark (N. J.) News 


will be conducted from its .home office. 


Edward A. Westfall will be in charge 
of the New York local business, and for 
such matters as may be more conveniently 
attended to there, with offices at No. 332 
Temple Court. 

Wa ttace M. Scupp_er, 
Publisher. 


Advertising Manager, WILLIAM H. HowELts. 
New York Representative, EDWARD A. WESTFALL, 
Business Manager, WILLIAM P. HENRY. 
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18,000 COPIES. 











10 


“SOMETHING DIFFERENT” 
IN CLASSIFIED ADVER- 
TISING. 

By John H. Sinberg. 
Philadelphia advertisers and ad- 
vertisement* writers have of late 
been greatly interested in an en- 
tirely new line of classified adver- 
tising that has made its conspicu- 
ous appearance in the “want sec- 
tions” of the Sunday newspapers. 
Under the classification of “Busi- 
ness Opportunities” in the Record, 
the North American, the Inquirer 
and the Ledger there are being 
published column advertisements 
which are decidedly out of the or- 
dinary, both in argument and style 
of set-up. (The wording of one of 
the column ads referred to is here 
reprinted, greatly reduced.) Each 
little sentence is crisp and to the 
point, and, as the advertisement 
«-ntains such an abundance of 
white space, it naturally attracts 
instant attention, in view of the 
fact that nearly all the rest of the 
advertisements on the page are set 
in solid agate. These column ad- 
vertisements are brief, terse and 
possess the advantage of saying 
something of probable public in- 
terest. They bear the signature of 
Slattery & Royal, a firm of invest- 
ment brokers, whose offices are in 
the Drexel Building, Fifth and 

Chestnut streets. 

The copy was prepared by Mr. 
Bertrand Royal, the junior mem- 
ber of the firm. This gentleman is 
not a novice at the business. He 
is, first of all, a practical printer. 
As he expresses it, “I cut my teeth 
on the edge of a composing-stick.” 

After working his way through 
a western college at the mechanical 
end of the business, he drifted, 
naturally enough, into the report- 
er’s chair, thence to the copy desk; 
afterward becoming a news editor 
and a special writer and correspon- 
dent on large city dailies. 

He took to advertising naturally, 
being one of the actively interested 
men in the heavy advertising done 
by various wireless telegraph com- 
panies in this city some three years 
ago, and the copy which he pro- 
duced was unique. 

When interviewed by the writer 
regarding the results of his ex- 
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BUSINESS OPPORTUNITIES, 


RATE UNDER THIS CLASSIFICATION 19, 
PER WORD. DAILY OR at ee 
10c, PER LINE IF CHARGED, on 








SEND US YOUR NAME 


anp ADDRESS, 


WE WILL DO 


THE REST. 


We have an opportunity for peop.e of limit. 
ed means to make money. 


We know that it will interest thinking 
people. 


We want to reach people of this kind. 


We cannot give you an intelligent compre 
hension of it here, 


We will gladly give you full details upon 
request. 


We want to hear from people who can invest 
fr00. 


This sum may be paid $20 down and $10a 
month. 


It is both safe, sure and with limitless possi- 
bilities. 
For every dollar we ask we will show ten 


dollars already invested. 


For every dollar of capitalization we will 
show $10 of assets. 


We can make this $100 pay more money 
than seems possible. 


We can do it easily, honorably. 


What is more, you will admit that we can, 
after you know what we do. 


Send us your name and address—we will do 
the rest. 


SLATTERY & ROYAL, 
507 Drexel Building, 
Philadelphia, Pa. 
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perimental advertising with such 
large space in the classified col- 
wmns of newspapers, he said: 
“From the start I realized that 
in order to attract attention from 
the class of readers we desired to 
reach, something out of the usual 
would have to be done. After 
mature thought, we decided that 
full column advertisements ought 
to bring the inquiries we desired. 
Did it pay? Look at this lot of 
inquiries! That was what I want- 
ed—inquiries from people who had 
a small amount of money to invest. 
It saves time, useless circularizing, 
unnecessary talk—in a word, the 
priceless energy which a man 
possesses. I have landed several 
people my mail, but dozens more by 
personal presentation of what we 
have to offer. This advertising 


certainly paid, and paid so well 
that we are going to continue this 
kind of full column copy for a 
while.” 

This unique classified advertising 
is only another illustration of the 


value of liberal space and good 
copy—but it is away from the 
beaten route and may be helpful 
to others in similar lines. 

es es 


QUEER ADVERTISEMENTS. 

The following copies of queer ad- 
vertisements have been collected and 
printed by club women: 

“Bulldog for sale; will eat anything; 
very fond of children.” 

“Wanted—A boy to be partly outside 
and partly behind the counter.’ 

“Widow in comfortable circumstances 
wishes to marry two sons.” 

“Annual sale now on; don’t go else 
where to be cheated; come in here.” 

“A lady wants to sell her piano, as 
she is going abroad in a strong iron 
frame.” 

“Wanted—By a respectable girl, her 
passage to New York; willing to take 
care of children and a good sailor.” 

Lost—Near Highgate Archway, an 
umbrella belonging to a gentleman with 
a bent rib and a bone handle.” 

Mr. Brown, furrier, begs to announce 
that he will make up gowns, capes, etc., 
for, ladies out of their own skin.” 

An airy bedroom for a gentleman 22 
feet long and 11 feet wide.” 

An exchange contains the startling 
News that “A carload of brick came in 
for a walk through the park.” 

oo. 


Ir is one thing to get your goods into 
the retail store, and still another to get 
them out again. The latter is most im- 
oo h ona be accomplished by ad- 

sing to the consumers.—Ad 9 
Curtis Publishing Co, , 








1903 A RECORD YEAR 


FOR THE 


Chicago Record-Herald 


Ameng Chicago morning news- 
papers the advertising published in 
1903 as compared with 1902 shows 
THe RECORD-HERALD gained 706 
columns 71 lines. The Tribune lost 
860 columns 212 lines. The Examiner 
and Sunday American lost 2,707 col- 
umns 99 lines. 

This, notwithstanding THE REC~ 
ORD-HERALD refused to publish many 
advertisements accepted by other 
papers, and all the rates of THE REC- 
ORD-HERALD are on its rate card. 
The only morning paper in Chicago 
that dare publish its circulation. 


The average circulation for 
1903: Sunday, 191,317; 
Daily, 154,218. 


The largest two-cent circulation in 
the United States, morning or even- 


ing. 
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TENDENCIES. 


There is considerable material 
for thought in the wonderful 
growth of advertising since the 
typesetting machine and photo-en- 
graving process multiplied the 
number of publications in the 
United States, reduced their prices 
and increased the country’s supply 
of reading matter many fold. 
Where will this growth stop? Is 
it a healthy growth? What effect 
is it having on business? What 
further changes is it destined to 
bring about? 

As to health, there can be no 
question. When a new advertiser 
appears in the papers or magazines 
it is an indication that he has put 
his business upon a more modern 
basis—has found new possibilities 
in the distribution of his product, 
increased its quality or decreased 
its cost of production and deduced, 
by the hardest arithmetic, a super- 
ior method of marketing. The in- 
stances in which advertising is em- 
ployed as a temporary stimulus to 
business are very few indeed. Oc- 
casionally someone blunders and 
sinks a few thousand dollars in un- 
successful, systemless publicity, but 
the universal experience is that 
advertising builds up the business 
to a point where the appropriation 
is increased again and again. The 
magazines contain hardly one per 
cent of experimental advertising, 
while though the proportion may 
be higher in daily newspapers, it is 
due to the fact that appropriations 
are smaller, and are employed in 
furthering much smaller proposi- 
tions. Most of the experimental 
advertising in all mediums is that 
of retailers. The general adver- 
tising in all mediums shows noth- 
ing but system, confidence and 
health. It is general advertising 
which is having the greatest effect 
upon publications, business and pub- 
licity. This effect is shown very 
clearly in the changes that have oc- 
curred in the men’s clothing trade 
during the past five years. Since 
Mr. George L. Dyer began using 
magazine pages to exploit Hart, 
Schaffner & Marx garments the 
clothing business has been greatly 
modified from the standpoint of 
maker, jobber, retailer and wearer. 
When Mr. Dyer began operations 
the makers were skeptical and the 


retailer was inclined to laugh. The 
first person to be interested was 
the man who read ads and wore 
clothes. He got better clothes, and 
naturally he wore more of them, 
“Sartor Resartus,” the gospel of 
clothes, was being preached again, 
and the effect of Carlyle’s bookup- 
on the world eighty years ago was 
as nothing in comparison. Readers 
began to think more about clothes, 
and to recognize the advantages of 
being well dressed. Fine raiment 
was no longer the distinguishing 
mark of the city man, but began to 
appear in the remotest country 
towns. The old striped suits that 
one saw on circus days, and which 
made the lank farm youth look 
very like a chipmunk, disappeared 
in many communities. Other mak- 
ers of clothing came into the mag- 
azines. Large factories were built 
The retailer ceased laughing and 
began to think, and then to handle 
lines that the public demanded. 
Trade lines were broken and new 
methods inaugurated. Some re- 
tailers and jobbers suffered, but in 
the vast aggregate the new ten- 
dency made for nothing but good. 
Ready-made garments have since 
been improved in quality and cut, 
and reduced in price, and the whole 
industry put upon a basis that 
could not have been outlined bya 
wildly imaginative man ten years 
ago. The person who has suffer- 
ed most, perhaps, is the custom 
tailor, but the fact that business 
has been taken from him shows 
that the time had inevitably come 
for growth and change. Advertis- 
ing would have made a mon- 
opoly of the clothing business and 
thrown it all into the hands of a 
few large advertising firms but for 
one thing—advertising’s own tef- 
dency to correct abuse of this sort. 
New advertisers came into the 
field, and there was room for all. 
There is still room, and will be 
room for many years to come, for 
the gospel of good clothes has 
reached only a small number of 
people who will eventually become 
converts. The chief effect of ad- 
vertising along general lines is to 
increase the public’s capacity to 
buy. The average man_ spends 
more in the year for advertise 
commodities than he did for those 
that were never exploited. 


see le ae a a I a. Os ae ae 
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the clothing trade is by no means 
the greatest factor in the new state 
of affairs. It is cited merely as a 
ready illustration. Other lines have 
shown growth as radical, while 
there are many commodities that 
have not been put upon a basis of 
general advertising as yet. Food 
products are being revolutionized, 
with all commodities that go into 
the home. Articles of women’s 
wear will come next, perhaps. In 
every department store it is pos- 
sible to draw the line between com- 
modities that are exploited and 
those which have not come under 
the influence of modern general ad- 
vertising. Each of the latter is 
awaiting its George L. Dyer, and 
when put upon the modern basis 
will be developed to the benefit of 
maker and consumer. General ad- 
vertising is a great machine for 
marketing goods. It is analogous 
with the linotype, which threw 
thousands of hand compositors out 
of employment temporarily, but 
within a few years increased the 
volume of printing and publishing 
beyond computation, calling not 
only for greater mechanical facil- 
ities, but bringing into existence 
hundreds of writers and artists and 
workers connected with the busi- 
ness management of publications. 
The trolley car displaced hostlers 
and sent down the price of horses, 
but the number of people em- 
ployed in that industry to-day is 
ten to one as against the old sys- 
tem, to say nothing of public bene- 
fit and increase of business 
wrought by the change. Advertis- 
ing—especially general advertising 
—is the machine method of dis- 
tributing goods as compared with 
hand methods. Its growth 
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sound; it has only the most bene- 
ficial effect upon business as a 
whole; it will continue to grow 
until practically all staples have 
been subjected to its influence. 

jah rani Bae Peas 


LincolnFreie Presse 


GERMAN WEEKLY. 

LINCOLN, NEB 

Takes the place of 280 Coun 

1-10 the cost. Great saving in 
postage and electros. 





weeklies at 
kkeeping, 


Actual Average Circulation, 145,448 
Rate, 36c. 














Manufacturers 


Of food products and other goods 
sold under trade mark or brand will find 
it profitable to use THE MERCHANT 
AND MANUFACTURER, Nashville, 
Tenn., as it goes direct to the country 
merchants throughout the middle 
South. 


CORRECT ENCLISH 


HOW TO USE IT 
A MONTHLY MACAZINE for 
everybody who uses the English language. 
JosEruine Turck BaKER, Editor. 
$1.00 a year 10. ac 
Young men wanted in Oe | la 
represent circulation and adve: 


partments. 
CORRECT ENGLISH 








city to 
de- 








Evanston, Hl. 











Printing! — 


My success as a job printer lies along the 


line of common sense fine printing. By 
lass presswork, and the 
pe in the best possible 


wa: 

No job is too big for meto undertake and 
none istoo small. Tam just as careful in 
printing Le gy ae as in printing a book of 
many pages, Everything I do is well done. 
Surely you need my services. Address 


WM. JOHNSTON, Printers’ Ink Press, 
61 ROSE ST., NEW YORK, 














paper in Toronto. 





THE TORONTO STAR. 


Sworn daily average 
circulation for March, 


Big increase in circulation—old rates still in force. 


lt’s the favorite medium with all local advertisers. 
carries more display advertising from local space users than any other 
The ‘‘Home”’ merchant knows. : 


The Chas. T. Logan Special Agency, Foreign Representatives, 
Tribune Buildings, New York & Chicago. 


THE STAR 
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By T. Russell. 


As a recent law case shows, a 
very small thing, or a thing ap- 
parently small, may constitute an 
important property to an adver- 
tiser, and great care should be 
exercised in protecting the mon- 
opoly in the use of anything which 
gives distinctiveness to any pro- 
duct. The Imperial Tobacco Com- 
pany has for years sold, under the 
name of “Marcella,” a_ six-cent 
British cigar, distinguished by a 
very narrow red band. It was given 
in evidence that the sale averages 
13,000,000 cigars of this brand an- 
nually. Apparently the thin red 
band is an important feature of 
them, because the Imperial Tobacco 
Company was suing another cigar 
concern for infringement upon its 
rights, in which there seems to 
have been no piracy of the actual 
name “Marcella” (the defendant’s 
cigars being called “Purnellas”) ; 
but it was claimed that by using 
a thin red paper band like the Im- 
perial Tobacco Company’s, a source 
of confusion and passing off had 
been constituted. The court found 
that the company had no exclusive 
right in a band of this particular 
shape and size and color, which 
was incapable of registration and 
could not be monopolized. Con- 
sequently judgment was for the 
defendants, and if the Marcella 
cigar is really recognized chiefly 
by the band, the Imperial Tobacco 
Company will at = a severe 
blow. * 

But surely this Ais that they 
ought to have been more careful. 
They were unwise to go to work 
and spend money in advertising a 
distinctive peculiarity in which they 
had no monopoly. If the name 
“Marcella” had been made the sole 
mark of distinction, or if some sort 
of band or label bearing a register- 
able device or trademark had been 
employed. the company’s position 
would have been impregnable; and, 
indeed, no one ventured to infringe 
the name. The mistake was in giv- 
ing~distinctive value to the little 
band. ad . * 


The judge who tried this case 


PRINTERS’ INK. 
WITH ENGLISH ADVER- 
TISERS. 


showed quite a remarkable age. 
quaintance with the topic of ad. 
vertising. Beecham’s Pills were 
mentioned in the course of the case 
as an example of wide advertising, 
The judge unexpectedly remarked, 
interrupting counsel, “Yes, the pills 
bring £90,000 profit a year, and 
£30,000 is spent a year on adver- 
tising them.” I do not guarantee 
the learned judge’s figures; but he 
appeared to have them, as the 
phrase runs, “on the tip of his 
tongue.” 

* * * 

It is stated in the trade papers 
that the recent decision in favor of 
the trademark “Tabloid” is to be 
appealed against; but I have not 
heard that notice has actually been 
served, and I shall not believe that 
the appeal will be made until or 
unless I do hear so. The judgment 
given was a very strong one, and 
it is generally considered that the 
owners of the mark, Messrs. Bur- 
roughs, Wellcome & Co., had by 
far the best of the argument all 
through. | 

* * 

The ase Institute has no luck. 
After having its business very 
severely damaged by the attacks of 
Mr. Labouchere in Truth, and be- 
ing considerably rehabilitated inci- 
dentally in a libel suit brought by 
quite another person, the Drouet 
people have been so unfortunate as 
to be made conspicuous owing to 
the prosecution of a clerk in their 
employ for being a party to an 
“illegal” operation (that is, an 
operation intended to procure abor- 
tion) upon his wife. Of course the 
Drouet Institute has no real con- 
cern with this; it wasn’t the In- 
stitute’s wife. But the case is sure 
to do fresh harm. 

* * 

The Cie Herald, a highly 
respectable newspaper printed in 
the somewhat incomprehensible 
Welsh language, complains of the 
difficulty in. collecting subscribers’ 
and other accounts. It has distin- 
guished itself, I learn (though I 
am far from pretending to be able 
to read the announcement in its 
own recondite columns), by_offer- 
ing a paid-up subscription for no 
less than five years to any preacher 
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in Wales who will preach on the 
text “Owe no man anything.” This 
shows a fine reliance on the par- 
ticular effectiveness of a general 
principle. If I had been the editor 
of the Herald, I should have asked 
to have the application made. 
A circulation scheme that is new 
to me comes from a Manchester 
per—the Evening Chronicle, of 
Cottonopolis. It offered a prize of 
fio to the lucky individual who 
should guess the circulation of a 
certain issue. I would give more 
than fifty dollars to know the cir- 
culation of some newspapers that 
I could name. Anything which 
involves the definite statement and 
publication of newspaper circula- 
tions is a good thing, and this is a 
good circulation scheme, too. 
Another alumnus of the Little 
Schoolmaster called upon me the 
other day—Mr. A. Myddleton, of 
Myddleton’s, Limited, surgeon den- 
tists, Belfast. The advertising 
which ‘he showed me bore the 
Schoolmaster’s mark—and not the 
sort of mark that comes from the 
cane either. Mr. Myddleton talked 
quite interestingly about advertis- 
ing for a while, and then dropped 
the remark that Printers’ INK had 
been the making of him as an ad- 
vertiser. His advertising is so 
good that this is no small compli- 
ment to the Diminutive Pedagogue. 
Business in the United Kingdom 
is admittedly bad as bad can be, 
and has been for many months. 
Yet advertisers in our country do 
not seem to be suffering greatly. 
Lever Brothers, proprietors of 
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Sunlight and Lifebuoy Soaps (both 
of them admirably and liberally 
advertised), have just paid 15 per 
cent on their common stock, the 
net profits having amounted to the 
large sum of £280,000, or about 
$1,400,000. They had nothing to 
add to the reserve fund, as this al- 
ready stood at a million and a half 
of dollars! In spite of the bad 
times, Lever Brothers have gone 
steadily on with their advertising. 
Moral: Where it is an article of 
necessity, the antidote for bad 
times is advertising. Now let us 
see what happens in the case of 
goods that are assuredly not a ne- 
cessity. John Dewar & Sons, 
manufacturers of the famous De- 
war whiskey, might well look for 
a falling off; but they have in- 
creased their advertising of late 
months rather than diminished it. 
The whole of the common stock is 
owned by the Dewar family, so I 
do not know what the dividend on 
it was, but they have just paid 5 
per cent on the preference shares, 
and have let it be known that the 
profits of the twelvemonth’s ad- 
vertising were enough to have paid 
this preference-share interest eight 
times over. The reserve fund here 
is $500,000. Moral: Where it is an 
article of superfluity, the antidote 
for bad times is advertising. 








Special Service for Retailers 


If you want the benefit of the latest New 
York ideas, write me on your business sta- 
tionery for my special proposition to retail- 

It will pay ou, ADOLPH EISEMAN, 
“The Business r,” 11 W, 2ist St.,N. ¥. 




















FOR SALE. 


Complete Printing Plant 


Publishers’ opportunity. 
25 cents on the $1.00. 
Easy payments. Satisfactory 
arrangement to right party. 





ing Tables, two large Safes, Desks, 





QUICK SALE MORE IMPORTANT THAN MONEY. 


Hoe Webb Press, prints, folds and pastes 1.000,000 complete 20 pare (114¢x16 in.) 
papers per month. Delivers 16, 20, 24 or 82 peace per. The plant is complete, 
consisting of above press, and Job Press 


Counters, etc., 40-H-P Engine and Boilers. Splendid shipping facilities, 


For Publishers, the Location is Unequaled. 


Lease of building if desired, 15,000 square feet, two 
floors, extra good light on four sides, rental $1500. 


Wage scale 25 per cent lower than average city. 


ype, Power Cutting Machines, Mail- 
Files, Office Furniture, Typewriters, 


Washington, D. C, 











J.B. COLLINS, Care of Home Magazine Co., 
ha sa 
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“SURVIVAL OF THE FITTEST.” 


For twelve years the well-known 
Angle Lamp has been continuously 
advertised. In this period the 
Angle Lamp Company, New York, 
has used an enormous number of 
mediums. The first advertising 
was done in trade journals, it 
being the theory that the lamp was 
best suited to merchants who had 
stores to light. Then general 
magazines were added, and agri- 
cultural papers, and even dailies 
have been employed—and are still 
in places where the company has 
local agents. All these Angle 
Lamp ads have been keyed, and all 
the results have been carefully 





The Light That 
Never Fails 





tabulated. When a medium of any 
sort has failed to bring such results 
as would warrant continued use it 
has been dropped. Now, after 
twelve years, the Angle Lamp 
Company has sifted matters down 
to a point where only twelve pub- 
lications are retained. 

: Five of these are monthly maga- 
zines, while five are weekly and 
two semi-monthly farm papers: 

Country Life in America. 

Review of Reviews. 

Munsey’s. 

McClure’s. 

Metropolitan. 

Wallace’s Farmer (w.), Des Moines, 
Towa. 

Farmer (s.-m.), St. Paul. 

Ohio Farmer (w.), Cleveland. 
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Practical Farmer (w.), Philadelphia, 
Rural New Yorker (w.), New York 


ge Judd Farmer (w.), Chicago, 

Farm, Stock and Home (s.-m.), ‘Min. 
neapolis. 

“After years of time and much 
money spent in every sort of maga- 
zine our list has narrowed down 
to five monthlies,” said R. S. Tib- 
bals, advertising manager of the 
company. “Pro rata to cost of 
space, Country Life in America 
brings the best returns. Then come 
three magazines that are about nip 
and tuck for second place—the 
Review of Reviews, Munsey’s and 
McClure’s. One month the last is 
first, and next month the second 
takes precedence. The Metropoli- 
tan is on our list at present because 
we are trying it out, so there are 
really but four monthlies that bring 
us results, 

“The Angle Lamp proposition is 
peculiar. It is the highest-priced 
lamp on the market, in the first 
place. We have no table lamps— 
the Angle Lamp hangs from the 


ceiling. This restricts its sale in 
cities, where table lamps are used 
in homes lighted by gas or elec- 


trics. Our customers live in the 
country, where there is no gas or 
electricity. Most striking fact of 
all is that we sell almost ex- 
clusively to men. Several times 
the lamps have been advertised in 
women’s publications—the Ladies’ 
Home Journal, Woman’s Home 
Companion, Delineator and De- 
signer—and we have tried to write 
copy that would interest women. But 
this class of mediums has always 
been unproductive, though bring- 
ing plenty of replies. The greatest 
number of sales are made direct. 
The inquiries come from country 
towns. The purchasers are men. 
The Review of Reviews brings us 
a large number of replies from 
people who are almost illiterate. 
They are good customers, how- 
ever, and as this magazine is not 
likely to appeal to readers of 
meager education I have been much 
puzzled to account for the business 
it brings us. I have a theory, how- 
ever. Every farmer wants his 
children to have an education. The 
highest percentage of schools is in 
Indiana, I believe. Farmers take 
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‘the Review of Reviews for their 
children and read the ads them- 
selves—that is my explanation. 
Most of the sales are made in 
country towns. The women’s 
magazines were a most beautiful 
failure so far as selling to women 
was concerned, and the few sales 
they made were to men. This pe- 
culiarity of our proposition has 
been so settled in our minds that 
we write our ads for men. Once 
upon a time the ads were conversa- 
tional in tone. Now we start them 
with a big fact and give nothing 
but facts. City people buy a good 
many lamps for country homes. 
Spring is a season of great activity 
among department stores and gen- 
eral advertisers who have anything 
to sell to readers of this class. We 
have never made a success of the 
summer home trade, however. If 
anything, our business is dullest 
in spring. Our ads pay best when 
they are run steadily all the year 
round.* 

“With such a proposition it 
would seem as though the agricul- 
tural press ought to bring us all 
the business we can handle. But 
this year our list of farm papers 
has been materially decreased, yet 
business is better than it was last 
year. Fewer papers and bigger 
space bring a larger profit. The 
farm papers are used every other 
week. It may not prove anything, 
but our list of agricultural papers 
includes none that are less than 
twenty years old. Some are fifty 
and sixty years old. All are con- 
servative and solid. The farm, pa- 
pers do not pay as well as the 
magazines, but we have been pa- 
tient with them because it seemed 
so logical a field for us. 

“The object of our advertising 
is to bring a request for catalogue 
from the right sort of person. The 
Angle Lamp is made in many 
styles. No prices can be printed, 
but we quote the approximate price 
—$1.80 to $12. I do not believe 
that there are many good mediums 
for our purposes. Where too 
many magazines are used there is 
duplication of circulation. Some of 
the monthlies that have increased 
their circulation to a noteworthy ex- 
tent the past year or two have done 


so by advertising in other monthly 
magazines for subscribers. Every 
publication is unquestionably good 
for something. Last year between 
300 and 400 solicitors called at this 
office, and each had letters that 
were genuine from some advertiser 
saying ‘Your publication is the best 
on my list.’ The point is to find 
the mediums that are good for 
your proposition. Not the ones 
that have the largest circulation, 
or the best-educated readers, or 
that bring the largest number of 
replies—but the ones that sell most 
goods pro rata to the cost of space. 
The Angle Lamp Company’s pres- 
ent list represents publications that 
have proved worth. It is a sur- 
vival of the fittest.” 


——+ 
THE MAN WHO CAN CAN SAL- 
MON CAN ADVERTISE. 
Every advertising man who has given 
the question any thought has wondered 
why some salmon canner has not adver- 
tised a brand of salmon to the consum- 
er. The only solution of the problem 
was that the canner was not educated 
to advertising and some one who under- 
stands advertising must undertake this 
educational campaign. We want to see 
salmon and other fish advertised, but 
before such a condition can come about 
we must teach the packer that there are 
about his business a lot of things in 
which the public is interested. When 
the public knows, it will demand quality 
—when it demands quality, then the 
packer will protect his brands and ad- 
vertise them.—White’s Sayings. 


One of the strangest churches in the 
world is at Taramski, Australia. Each 
of its four walls bears a large advertise- 
ment in flaming letters. The church was 
built by the firms whose goods are ad- 
vertised, and they claim that their in- 
vestment will be a paying one.—News- 
paperdom. 


Auction Sale! 


Printing Plant of New Era Co.. 
Springfield, 0. 


For particulars, see adv. in “ Classified” adv. 
of this issue, page 52. Address 


George S. Dial, Trustee in Bankruptcy. 











ADDRESS THE 
ATLANTIC COAST LISTS 
134 Leonard Street, New York, 
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BERT M. MOSES. 
A MAN WITH ONE IDEA, 


Whenever a man hitches himself up 
to one single idea, and gets people to 
listen to him, he weakens and injures 
the cause which he represents. 

When he asserts that there is but one 
road leading to Rome, he shows that his 
journeys have been circumscribed—that 
he has not gone beyond soup on the 
menu of experience. 

He typifies the empiric who con- 
— all disease by using the bark 
rom a single tree. 

From this one kind of bark he pre- 
ared three different specifics, to which 
e gave the scientific names of High- 
bobalorum, Lowbobahigrum and High- 
lowbustem. 

For the first-named he peeled the 
bark from the bottom of the tree up- 
ward; for the second he peeled the bark 
downward, and for the third he peeled 
the bark around the trunk of the tree. 

Highbobalorum was an emetic, Low- 
bobahigrum was a cathartic and High- 
lowbustem was a “rank pizen.” 

And with these three he conquered 
everything from bellyache to cerebro- 
spinal meningitis and sic semper 
maginnis. 

* * 

All of which is respectfully addressed 
to those good and patient people who 
have waded through the monograph of 
that garrulous but estimable gentleman 
named Thomas Balmer, appearing re- 
cently in Printers’ INK in its report of 
the proceedings of the Sphinx Club. 

r. Balmer says there is nothing to 
advertising but magazines and _ news- 
papers—a little of the latter and much 
of the former, particularly women’s 
magazines, and the woman’s magazine 
which he represents in particularissimo. 

“Particularissimo’’ may not mean any- 
thing, but it sounds all right, and the 
editor will please let it alone. 

Mr. Balmer says all you have to do 
is to put a big ad in his magazine, pay 
$6 a line (or is it $16?) for it. keep it 
there all the time, and then look around 
for an honest bank where you can de- 
posit your profits by the barrelful. 

What shall be said of Barnum’s Own 
and Only Circus, carried to fame and 
fortune by way of the plebeian bill- 
board? : 

Where do Heinz, and Sapolio, and 
Macbeth come in, when it was the 
streetcar that did the trick? 

How shall we account for Rockefeller, 
and Morgan, and Carnegie, and Bern- 
hardt, and Patti, and even Terry Mc- 
Govern, none of whom do any adver- 
tising at all, as we understand the 
word? 

And look at that array of old-time 
patent medicine men like Brent Gond. 
Charley Fletcher, Dr. Pierce, Charles 
Pinkham, Dr. Hartmann, Dr. Kilmer 
and others, most of whom were in 
opulent circumstances before the wo- 
man’s magazine had got beyond the 
Godry’s Lady Book stage! 

No man can talk knowingly of adver- 
tising when he builds a fence around it, 
as the fancier pens off his thoroughbred 


cock and the accompanying harem of 
hens. 

Advertising is as wide as the ra 
of thought, and its only limit is the yni- 
verse. 

The woman’s magazine, important as 
it is, could be swept into oblivion over 
night, and the world wouldn’t wabble a 
bit in its progress. 

The monthly magazine may be likened 
to a stage coach—a very old stage coach 
—making trips thirty days apart. 

It is out of touch with the daily 
wants and requirements of a busy peo 
ple. Its field is history and fiction. 

The daily press has chronicled and 
the public has forgotten the news by 
the time the magazine comes lumbering 
along. 

_ Of all mediums for progressive adver 
tisers, the magazine comes at the taper- 
ing-off end. 


_ Its rates are all out of proportion to 
its value. 

Its, advertising pages are buried out 
of sight, and are only discovered as 
Newton discovered the law of gravita- 
tion—by accident. 

* 


* * 


The trade of the future is going to 

be a trade of trademarks absolutely. 

he trademark is going to supplant 
the trust, as we can see by the word 
“Uneeda,” which is a greater force 
than the National Biscuit Company, 
that controls it. 

“Sapolio” is bigger than Enoch Mor- 
gan’s Sons, and “Ivory Soap” tran- 
scends Procter & Gamble. 

The fact that Uneeda Biscuit, Sapolio 
and Ivory Soap are advertised in maga- 
zines is only an incident. 

They would live on and on like the 
brook if all the magazines should go the 
way of their predecessor, the stage 
coach. 

* . * 

The nationalizing and universalizing 
of the trademark is best brought abort 
in an educational way through the daily 
paper, and then its popularity and im- 
mortalization are sealed by the street- 
car and outdoor display. 

The help the magazine gives is of no 
more consequence than a puff of wind 
from human lips in a yacht race. 

I am speaking broadly of advertising— 
speaking of it in its fullest scope and 
meaning—speaking of it as a force that 
goes through the world wherever thought 
and intelligence go. 

The magazine’s usefulness is so limit- 
ed that it is only a foothill above which 
tower mighty mountains, whose peaks 
are lost to vision in the clouds. 

And the wonder is that the truth is 
so slow in dawning! 

The best advertiser to-day is Elbert 
Hubbard, and he dors most of his work 
with his mouth, and charges people for 
listening. 

a od 

A STRIKING portrait of His Satanic 
Maiesty is used as the basis of a hanger 
calling attention to the fact that the 
Rapid Advertising Co., Springfield, 0., 
is “on the square” when it comes to 
spending clients’ money. The idea is 
good, and might have served as the in- 
troduction to more extended argument. 
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CLOTHING ADVERTISE- 
MENTS IN A SMALL 
CITY. 


In this country there are several 
thousand clothing merchants in 
cities of from 5,000 to 50,000, who 
use from four to six inches of 
space, single column, and write 
their own advertisements. Some 
of them change the advertisements 
every day and fill the space with 
good, business-bringing ads. A 
great many of them change their 
ads but once a week, and the copy 
used is so poor that they fail to 
get a fair return for their invest- 
ment. The major part of these 
merchants know that advertising 
is of tremendous value in building 
up a business quickly, and that the 
ads ought to be changed frequently 
—daily—but the work of construct- 
ing a good, readable, convincing ad 
is apparently so difficult that they 
content themselves with dashing 
off something once a week that 
does not do their goods justice. 

If a merchant loves his clothing 
—and no one can hope for any con- 
siderable success in business unless 
he does love his goods—he will be 
thoroughly familiar with every de- 
tail of every garment he handles. 
This knowledge will enable him to 
talk intelligently and enthusiasti- 
cally to a customer; to show off, to 
the best advantage, any piece under 
consideration. Now, the argu- 
ments, language and enthusiasm 
that will induce a customer to 
purchase an article will, when 
placed in an ad, influence those 
who are interested in the line of 
goods offered to come to your 
place of business to investigate, 
and of course this is the principal 
thing expected of retail advertising. 

am going to offer a few sug- 
gestions and criticisms, and a 
working model that may prove of 
value to those who experience dif- 

‘ficulty in preparing copy. 

In considering the subject we 
should first take account of the six 
Principal factors, outside of the 
personality of the proprietor and 
clerks, that make for the permanent 
success of the business. They are: 
First, quality; second, style; third, 
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fit; fourth, durability; fifth hold- 
ing shape; sixth, price. 

Let us first consider what you 
are going ‘to tell your customers 
in regard to these six things, and 
what you know about them, or 
ought to know about them. You 
are constantly talking about them 
in your store; they should make 
their influence felt in your ads. 

First—Quality. What do you 
know about the fabrics that enter 
into the manufacture of the cloth- 
ing you handle? Are they import- 
ed or domestic? If imported, why 
are they better, if any, than the 
domestic? Do you know where 
the best wool is produced, how it 
is treated, step by step, from the 
time it leaves the sheep’s back un- 
til it is in the form of cloth? Have 
you a general idea of what precau- 
tions are taken in the coloring of 
a piece of cloth to insure per- 
manency of color and to avoid the 
rotting of the threads? What pro- 
cess is the cloth put through before 
cutting up for clothes to guard 
against shrinkage and consequent 
distortion? What methods are 
employed in the factory where your 
goods are manufactured to insure 
perfect workmanship? Finally, 
could you take a piece of cloth that 
I might bring you and, by examin- 
ing it carefully, tell me the kind 
and grade, and approximate its 
wearing value? All of this infor- 
mation, which I know would be 
invaluable in your business and in 
your ads, your manufacturers 
would be glad to furnish, or you 
could secure the most of it from 
some textile school. There is 
nothing that so inspires confidence 
in, and enthusiasm for, one’s goods 
as a thorough knowledge of them, 
and confidence is contagious. 

Second—Style. Is this year’s 
style materially different from that 
of last year? Is the coat shorter 
or longer? Are the shoulders 
broader and higher, or is the ten- 
dency towards a slope? What 
change, if any, has there been made 
in the cut of the waistcoat? Are 
the legs of the trousers to be cut 
fuller during the present season? 
What is there new in fabric de- 
signs? and what kind of goods is 
going to be the mode? The an- 
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swers to these questions are of in- 
terest to nearly every possible pur- 
chaser. 

Third—Fit. A garment may fit 
perfectly and lack style, but style 
without a good fit is hardly con- 
ceivable. Does the coat fit around 
the neck, across and on top of the 
shoulders and under the arms? 
Are your garments so constructed 
that they hang easily and grace- 
fully, and if so, why? Are you 
prepared to. accommodate short, 
stout or tall, thin men? If a gar- 
ment does not fit in every par- 
ticular, but in other ways is de- 
sirable, are you prepared to quick- 
ly make the trifling changes neces- 
sary to insure a perfect-fitting gar- 
ment? 

Fourth—Durability. What can 
you say in regard to the durability 
of the different kinds and grades 
of goods that you have in stock? 
Have you any customers to whom 
you can point as having secured 
unusual wear out of a suit of 
clothes from your store? Are you 
willing to reimburse a patron if he 
does not get value received, and 
have you the courage to make this 
statement a part of your ad? Dur- 
ability is an important considera- 
tion with nearly every buyer of 
teady-to-wear clothing, and _ its 
value as a trade puller should not 
be overlooked. 

Fifth—Holding Shape. One of 
the chief objections, a few years 
ago, to ready-made clothing was, 
that after being worn a few times 
it lost its shape and that no amount 
of pressing would restore it. 
Doubtless this objection has been 
overcome to a great extent and 
possibly your manfacturer may be 
in the lead. What special methods 
does he employ in treating the 
cloth, cutting and making the gar- 
ments to insure permanency of cor- 
rect form? If a suit becomes a 
trifle soiled or mussed. will you 
sponge and press it free? 

Sixth—Price. Price has _ its 
value and it becomes very power- 
ful when a small price is attached 
to extra quality. Standing alone, 
without an idea of the qualities of 
the goods being crnveyed, it is 
meaningless and devoid of draw- 
ing power. It necessarily follows 
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that you must first convince the 
buying public that your goods 
possess, in an eminent d 
quality, style, fit, durability ang 
permanency of shave. They ar 
then ready to credit your state. 
ment that the price is as low as js 
consistent with safe business cop. 
duct. 

Now for the method that will 
enable you to put your thoughts 
in form for the advertisement, 
First jot down, on a slip of paper, 
the names of twenty-eight articles 
that you think would be the proper 
ones to call attention to during 
the next four weeks. You see this 
calls for a different ad every day, 
and this is surely none too offen 
to present the merits of your 
goods. With the completion of the 
list you have one of the most diff 
cult parts of the work off of your 
hands, for it generally takes more 
time to decide what shall be adver- 
tised than to prepare the copy, 
once the decision is made. Sup 
pose the first item on the list isa 
spring overcoat. Stop, for a 
moment, and think what. you said 
to your last customer who wanted 
to purchase an overcoat. What 
did you say about the quality of 
the goods; style of cloth, color and 
cut; the way it fitted him in those 
places that are usually difficult to 
fit; your guarantee in regard to its 
wear; the probability of its holding 
it present shape until well worn, 
and, finally, the price, which you 
doubtless assured him was vey 
low, taking everything into com 
sideration? What you said to him 
will make a good advertisement 
when condensed sufficiently for 
your space. In your store you talk 
to but one customer at a time. You 
concentrate upon him; give him 
your undivided attention; that 18 
the only way you could hope to s¢ll 
goods. Successful orators state | 
that they pick ont some one in the 
audience and address their remarks 
to him. That is the way to write 
ads. Select some customer and 
tell him. in imagination, all about 
the article you have to offer. then 
write it down quickly—it will bea 
good ad and have the right rine 
in it. Don’t try to think how your 
argument is going to sound; you 



























































will find that out when you read it 
over. Just keep your mind fixed 
upon your customer and the many 
admirable and incomparably valu- 
able features of what you are 
trying to sell him. I feel sure that 
if you follow this method for a 
short time you will be surprised 
at the ease and facility with which 
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what seem to be good advertise- 
ments. 
chosen which 
superior to every other submitted 
in the same week. The ad so 
selected will be 
Printers’ INK, if possible, and 
the name of the sender, together 
with the name and date of the 


Each week one ad will be 
is thought to be 


reproduced in 


you are able to express yourself, paper in which it had insertion, 


and the few moments that it will 
take you, after a little practice, to 
write a convincing, business-bring- 
ing ad will be the most valuable of 
any employed. 

In regard to display, I can do no 
better than to recommend the 
teachings, on this subject, of 
PRINTERS’ INK. 

Just a word in respect to head- 
ings. They should be something 
that plainly name or suggest the 
line of goods offered. Probably 
over ninety per cent of the men 
and boys wear more or less ready- 
made clothing, and doubtless the 
major part of them are influenced 
in their buying by wives or moth- 
ers, so that the majority of the 
people are interested in the line of 
goods you handle, and you do not 
have to resort to tricks to get their 
attention. Once establish a reputa- 
tion, by advertising and fair deal- 
ing, and you are assured of a very 
large audience that is always ready 


to listen to what you have to offer. 
E. D. SNow. 


WEEKLY AD CONTEST. 





TENTH WEEK. 





In response to the weekly ad 
contest forty-nine advertisements 
were received in time for report in 
this issue of Printers’ INK. The 
one here reproduced was deemed 
best of all submitted. It was sent 
in by Clark Alberti, Secretary De- 
partment of Highways, Sacramen- 
to, Cal., and it appeared in the 
Sacramento, Cal., Daily Appeal 
of March 17, 1004. A coupon 
was mailed to Mr. Alberti as 
provided in the conditions which 
govern this contest, viz.: Any 
reader may send an ad which 
he or she notices in any peri- 
odical for entry. Reasonable 
care should be exercised to send 








Eggs. 


Ever notice the way we keep eggs? 

Separate boxes—every box with the 
name of the person we bought from and 
the date. 

This has helped us to learn where the 
freshest and best eggs come from. 

Our customers receive the benefit of 
our experience, 

Dependable eges are a great satis- 
faction to the cook. No one knows this 
better than we do, and, as a special 
feature, we aim to supply the very best 
always. 

Besides all this, our prices are al- 
most invariably the lowest. 








JUCH’S, 


310 D Street, Phone Red 76. 











will also be stated. A coupon, 
good for a year's subscription to 
PRINTERS’ INK, will be sent to the 
person who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
should preferably be announce- 
ments of some retail business. 
The sender must give his own 
name and date of the paper in 
which the ad had insertion. 

+> 

JUST TIPS. 

When you sit down to write an ad, 
remember Confucius, who said: “He 
who speaks without modesty will find it 
difficult to make his words good.” 


Some time ago I read, somewhere: 
“How is your store lit up? A dark store 
always leaves the impression with a cus- 
tomer that there’s nothing doing.” 


A poorly dressed salesman _is a detri- 
aa, oe your business. As George Ade 
would probably say: “Tie a can to him 
and head him towards your competitor. 


The best way to improve your ad- 
writing—to make it more productive of 
results—is. to improve your character.— 
Grand Rapids Furniture Record. 














PRINTERS’ INK. 








THE WANT-AD MEDIUMS 
OF THE COUNTRY, 








a> Printers’ Ink has always held that newspapers which 
carry the largest number of want advertisements are closest 
to the hearts of the people, and are for that reason not onl 
prosperous, but of a distinct profitableness to an advertiser, 


{=s~ Publications entitled to be listed under this heading 
are charged 10 cents a line a week. Six words make a line, 


ARKANSAS. 

T35 em GaZETTE, Little Rock, estab- 

lished 1819. Arkansas’ leading and most 
widely circulated newspaper. Average, 1903, 
8,211 mt copes. 

The GAZETTE carries more Want ads than all 
other Arkansas papers cumbined. Rates, ic. a 
word. Minimum rate 20c. 


CALIFORNIA. 
HE Tres prints more “Want” and other clas- 
sified a its than the other five 
exchange of commerct It is Ky 





average 
for year rr 1903, 32 oe Sunday c tion 
regularly exceeds 51 1,000 copies. 


COLORADO. 
[HE Denver Post, ae pe may April 24, 1904 
contained classified ads, a total of 76 7-10 
columns. The Post is the bi ‘Want medium of 
the Rocky Mountain e rate for Want 
advertising in the Post ry five cents per line 
insertion, seven words to the line. 


CONNECTICUT. 
HE attention of users of ‘Want ads,” “Classi- 
fied _. and advertisers in ng le 
lications to the foliow.n letter, re- 
cently ae from C. M. Gib ora. 
California: “Publishe: SORSOUAD a 
Meriden, Conn. * Will you please ~~ ¢ me ~~ —~4 
the ——— of the KzcorD is! The reason we 
are led to inquire is that we received more re- 
es from our five-linead in the REcorD than 
or other i poner on‘a list of orem , nearly 
ich had from 50,000 to 375. 
tion. * op to date we have received 295 replies 
i our ad in the Meriden REcorD. This is the 
iggest result we have ever obtained from one 
newepa r in the same length of time.” 
ant ad rate of the RECORD is one-half a 
ole a word a day. 


DELAW ARE. 
BE Wilmington MORNING News is the paper 
T for results—for “Wants” and other classi- 
fled advertisements. . Only m paper. 


DISTRICT aw — 
HE Washington, , EVENING STAR (OO) 
carries soomae "the pnt. wi of Want Aps of 
any other paper in W: m and more than 
all of the —— comb’ ned. 
MAKE CO: IN ANY DAY. 
GEOKGIA. 
HE Atlanta JouRNAL carries three times as 
many Wants as its chief competitor. 
ILLINOIS. 
HE Chicago DatLy News isthe city’s ‘Want 
ad” directo blished di thi 


. It 
— 10,781 conumns of ec lassi 
of 634,626 


INDIANA. 


ERRE HAUTE Star carries more be 
T than all other ‘terre Haute dailies. —— 


TT. HE Marion LEADER is acknowled; 
T result getter for classified Kea Sake 
One-half cent per word each A. 


UNCIE Star carries more Want ads than 
B\ any other Indiana morning newspaper, 
with the exception of the Indianapolis Star. 


NDIANAPOLIS Star since Jan first has 

more than doubled the volume of its Classi- 

fied advertising. On Sanday, April 10, the Stag 
carried more than two full wo full pages of Want Ads. 


HE intinnsy lis NEws in 1908 ints 
Teme - daili a= lis ments bined, 
other les of In po a A and 
rinted a total of 264,123 separate and distinct 
aaa id Want advertasemente. 


KENTUCKY. 
T'|HE Owensboro DaILy INQUIRER carries 
Want ads every week than any other Owens 
boro yo carries in any month. Eighteen 
words one w 5 
MARYLAND. 


HE Baltimore Nrws carries more Want Ads 
than ong other Baltimore daily. It is the 
d Want Ad di ot Balti 





aoe tama ag 
HE Brockton ENTERPRISE 
carries more than a “solid mame of “Want” 
pe words 5 days, 25c. ys, 2c. Copy mailed free. 


n GLOBE, BE, daily 2 and Sunday, carries 

an Want ads than any other paps New 

England ~~ god A i brings results to the adver- 
tiser. A trial convinces. 


MINNESOTA. 
— that prove that the Minnea 
JOURNAL carries the most “Want ads”of any 
daily paper in the Northwest: 


Journal. 
2,980 cols. 
203 “ 


14 


263 “ 
Ts > MINNEAPOLIS TRIBUNI Lipp] is the recorniseé 
it ad lis and has 


bees | for on many ears. St is the oldest | Minne- 


a 
apcis <t is 2 Moan eae! 

above any other Minneapolis daily. 

omen pene | ames ee ee fn Minne to 

apo! any er eve: paper. 

lishes over 80 columns of Want edverionnas 

every week at full price, no free ads; price covers 

both aye = and eve issues. ye other Min- 

neapolis daily carries anywhere near the num- 

j= 3 of Wanted advertisements or the amount in 

volume. 





MISSOURI. 

HE Kansas City Timers (morning), The Kansas 

City STAR (evening) of Kansas 

City’s “Wants.” The Kansas Cit ia SUNDAY STAB 

ints over eight Len te ng _ mene Ba 
unday, The reason— 

Kansas City reads the TIMES aos ona the the Sian. 
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Joplin qcen is the leading daily in the 





RHODE ISLAND. 


Titino nsas Lead and Zinc Min 4 GLANCE at the ‘Want” pF ie P Provi- 
eonlation over 11 an. A page of dence, R. 1, Darty News punts ony. 
bog “gend for samaple copy reader that it stands second to nome in Prov: 
City JOURNAL (every mornied, dence as a” coattes ad medium. We make & 
Y Mare cane Sunday), one of the - yt ae — One cent a w 
ad ums of the United States ; fivons tons » bsequent insertions. 
pe conan paid Wants Sunday; 7 to 10 columns TEXAS. 
daily. Rate, 5 centsa line. _ ORT Worth SUNDAY , TELRGRAM—$400 paid. 
NEBRASKA, —* leentaword. A sure yal ler. Test 


‘ Li 
Lincoln DaILy Stak, the best “Want Ad” 80 
Poe iium at Nebraska’ sca ital, Guaran' oe rpexa § Srooxmas JOURNAL OURNA, Fort Worth—Only 
on P” special a eran ay rate, 15 words on ety —_ a = ——— Circula- 
rhage] cents, cash. DaILv Stak. Lincoln, Ne! tioa ants, | ce 01 


VIRGINIA, 
HE Post. we... A bw YOR best afternoon Want [REX sus rs [asnen, pal published every afternoon 
tamedium mm in Rochester. — papa tye Jong < Yoads dy (TAL aver. iyo “i year) and 
IMES- i 7 , New Yor! be ronegniaed 
Titer med modium for * wants and, ot Ky ier connie’ Virginia. Classified Mavens one cent a awed per 
than any other paper in Al insertion, cash in advance; no advertisement 
aeeantees a circulation greater than al ‘cdher counted as less than 25 words; no display. 


papers in that city. 
F2s Hew tore wet Wd, StaaTs ZEITUNG 5, 
it 3% Want advertisements. it 
Se reece of intelligent Germans dailies Nooubtned. The FaMILy HERALD 
in and around the great American metropolis. WEEKLY STAR carries more Want advertisements 


r[HE Evextxo Matt iL of New York City. “Want ‘han any other weekly pape 
A 


CANADA ADA. 
[HE 2 Montreal DaILy Stak carries more Want 
ertisements other ye 





” in New York’s leading evening news- HE Toronto svg STAR is necessary to any 
sien read by well-to-do people. It you are a ostyeranee pat per of of the present and the fut 
desirous of reaching cl-sses and lookingfor sure jy» _— werage circulation, 3 30,128, 
results send for rates. “Agents Wanted,” - at * Ray . sod 9.008 
a word; other advertising correspond [J\Ht Hrmi™e classified ads during the six 

Pe A Re be gh _ oo bo Apel as. an average of 1,396 y, 

RINTERS’ INK published weekly. The rec- 901 letters in answer ‘to “box’? 

d lead antad medium for pe ER The TELEGRAM is the only me- 
want ad mediums, mal Pender articles, advertie dium whieh completely covers the city, 
ing noveltiés, , HE W. 
if- innipeg ‘Freez Press carries more 
rubber stamps, office de Wealiy atures. = “Want” advertisements than other 
3 of this nature chun are contained in al the other 
ness men, Classified advertisements, ten cents r 
Sam papers published in the Canadian North- 
a line vet issue fi flat ; six words to a line, ple pan j combined. Moreover, the FRRE PREss car. 





copies, ten eee ae ries ol f reising 
OHIO. hie on tapeies daily paper EP the Dominion 
O., HERALD has the callfor c ee 
[HE Dayton, 0. HERALD baa eyton. ive ths UNCLE SAM NEEDS A COURSE IN 
home paper and gives results. SALESMANSHIP. 
MANSFIELD Nkws publishes daily moi As for our foreign trade, we went in 


Ty Want ads than any other 20,000 population 1903 be d b 
; rds or less $ consecutive times 1993 beyond our best previous record, 
py atpedy cent t pereach additional word. and the United States is the foremost 


exporting nation in the world—our ex- 

MA Toipte Dany Biase, to the 1 Onto. Ex- ports being worth about $1,500,000,000, 
cepting one Cincinnati publication, it publishes which is nearly $50,000,000 more than 
more “want” advertisements than any other those of Great Britain. There are many 
oo enbalaene Bn stene facts to show that we are not yet be- 
HE News’ aged cod weet etver tne: to emis come skilful seekers of trade in many 
eta of any teenie than ite nearest com. foreign lands. In the Old World the 
petitor. During the year 1903 it gained 33 per products of our ingenuity are sold in 
cent over 1902, ard carried 5.954 more wantsthan jarge quantities, and we have learned to 
itsnearest competitor. sell things to people whose wants and 
HE Cadiz, Uhio, REPUBLICAN (weekly) pub- tastes and habits are similar to our 
lishes a free “Wants” and “For Sale” col- own. But when we go to people of dif- 
umn, containing brief notices for farmers and ferent wants and tastes we have shown 
other paid-in-advance subscribers. Free notices far less ability as salesmen. To all the 
published one time only; all others one cent a 40,000,000 South Americans, for in- 
word. Average space used, 15to 25 inches each stance, we sell only $40,000,000 a year— 
week, The most popular column in the paper. one dollar apiece. We sold to Canada 
Average circulation for 1903, 2,853. 24 worth of goods per capita and to the 
PENNSYLVANIA, Cubans $75 worth. Although we make 

T's Chester, Pa, Times carries from two to most of the things that South America 
five times more classified ads than any buys from other countries, we supply 
other paper. only about 10 per cent of these wants. 
HILADELPHIA se ~The EveNNe, BULLET ar. We pore a” yet a ~~ Gonamas 
you have i me merchants. he English an rmans 

rom Me a! Ss * fbiadeiphia. * are better. Our prosperity has come in 
because in Philadelphia Nearly Everybody spite of our lack of good salesmanship. 


ie — 
many thou sands the largest ~~ circulation ene a Saal alias 
{f any Philadelphia newspaper. an eaten Store News is a thrifty-looking four- 
medium The BULLETIN will not print in its page paper, filled with store items and- 
tending columns edvortiqements that are ag 4 miscel we published by Goldstein & 
rry stamp Sr evin, clauses; nor those Migel, the Waco, Texas, dry goods 
that do uct offen A egitimate employment. store. 





a¢ 








24 


PRINTERS’ INK. 





A Roll of Honor ] 





amount of money can buy a place in this list for a paper not having the 


No 
requisite qualification. 


ind 





Adverioomere under this 
ing 
have suppiied gS similar og 


vision and 
characterized b; 


from publishers who, accord. 


the 1908 by 4 of the American Newspaper Ray R.. have od and demain 

fon of the Directory a de circulation 5 ment, duly signed and dated, or 
or eau st? avement for the 1904 issue of the Directory, now unde 
issued in April, 1904. Such circulation figures as are mentioned |. 


'Te- 
are 


ese are od by a regarded the pyeees who believe that an advertiser has a right 


to know what he pays his hard cas 

The black fi 
number in brackets denotes 
tains the details of the publication's characte 


res denote the 1 issue for the 
the page in od American 


ear indicated. The light taced 
ewspaper Directory which con- 


epee anne ged under this classification, if entitled as above, cost 20 cen 


line under a YEARLY co 


can be made, provided the 
dated, covering the addition: 
paper Directory. 


ALABAMA. 
Anniston, Evening Star. Daily aver. for 1903, 
1.661. “Beja, weekly ae aver. 1903, 2,816 (+). 


oa AE aes 488 (ck euniagham Bows. Date oe. 
am, UGG 


verage for 1903, 
166704 ). EH. Katz., Lee Ticket Agent OWT. 
wep ee nv’ A Fy wevertion Oo. i” 


circulati nteed, 
sree (eNOO), wi tice eae Sy. ts o8t Ce) ( 


ARIZONA. 
bee, Review, daily. » pub. 
Ry ty 4 1,250 ¢ (46). Ne 
A» less ‘than 1,750, 
Phoenix, Republican. Da Daily average for 1903. 
6,088 (%&). Chas. T. Logan Special Agency, N. Y. 


ARKANSAS. 
Fort Smit oo daily. In 1902 no issue less 
than 1,000 ( average Sor August, 
September, Oct Aas, , 1903, 8,109. 


Little Rock, A} Arkansas Met Methodist. Geo. Th 
burgh, pu! werage 1903,10,000 ies 


—— 


son ro 


Kittle R: weap 
Pab. Co. Rost. Bagi Ad av., 1903, 1908, 4) 550 (3k (# 


CALIFORNIA. 
i aay 
fe 1903, Teer s100 Oke ee are, sneer Agent, N. 


Phe ay wy Signs of the Times. Actual weekly 
werage for 1903, 82,842 (sk). 


and, Tribune, 
Pry 0). Tribune Publishing Company. 


Redlands, Facts, aly. Daily average for 
1903, eset (3%). ae o weekly. 
iegan Sun. Daily average 
on “902, chili (80). owe i. BWSR: Porterfield: pub. 
Ave 


San aco, Argonaut, weekly. 
Pas Tees (81). E. Katz, ‘gpecial agent Y 
San Franeiaco, Bulletin. R.A Crothers. Av. 
for 1902, daily 49,159, 5, Sunday "47,802 (80). 


San Jone, Evening Herald, Herald, Tog The Herald 
Co. Average for year end. ar end. Aug. 1 8.597 (86). 


San J Morning M 

Publishing Go. Average for 1602, 6,886 (8). > 

San Jose, Pacific Tree and Vi 

Rohannea. “actual o , 1908, i860). Firsi 

three months, 1904, 8,166. 
CONNECTICUT. 


Nartford, Times, daily. A 
16,509 (%&). Tory laben, Jr. N. ‘4 Ri. oe 


Meriden. Morning Record and Republican. 
Daily average for 1908, 7,582 (%). at 


daily. Average for 1902, 
° Pu 





tract, $20.80 ~—4 a =r ear, 10 per cent discount if paid srtoly a 
ance. . onthl or quarterly correc’ 

= be nag AE Diblisher sends a statement in detail, properly signed and 

period, in accordance with the rules of the American News 


ons to date showing increase of circ 


New Haven, Evening Register. daily. 
av. for 1903, 18,571 (2); | (); Sunday, 11298 (hy (%) 


New Haven, Goldsmith and Pivot, 
monthly. Actual average for 1903, %,817. 


New Haven, Palladium, daily. my 
1903, 7,625 (2). E. Katz, Special Agen 
New Haven, Union. Av. for 1903, a 

8’y 8,260 (%). Z. Katz, Special Agen t.N.Y, 

New London Day, ev'g. ev’g. Av. 1903, 5.618 
(115). Gain over ‘902, 4155 2: 3 mos. 1904, bean 

Nerwich, Bulletin, Goby. Betictte Co., pub- 
lishers. Average for 1 4,659 (115). Actual 
ave-age for 1903, 4,988 ya (i). 


Waterbu yablican. Daily average 
5.846 Ch) Le Cocke Maat ape eH 


COLORADO. 
beaver, Bg Post, daily. Foe dats oa godt - 
ng Average for 1908, 88, ver. 
age for March, 1904, 49, 048. 478, 


&2 The absolute correctness ert the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


DELAWARE. 
Wilmt on, E’ Ev Average 
ented ctrooletion fet 1908, 108 84 (). 
Wilmington, Morning News, daily. News Pub- 
lishing Co., pubrs. Av. for 1903, 9,9 8 (%). 
DISTRICT OF COLUMBIA. 
Warkingtee Kv. Star, a; Ev. Star News- 
pesos Average for 1903, 84,088 (%) (@@). 
Pe weekly. Average for 1902, 


104 $500 (12) rst six mos. 1903, 318.868. 
*" Smith & Thompson, Rep., N. Y. & Chicago. 


FLORA. 


Jacksonville, Metro daily. Aver. 1908, 
8,898 (). Are. ist 6 onthe, 1908 8,229, 


Tampa, Morning Tribune. me oan Sap te 


NY. 


guar. 


bune Pub. Co, Average for 1908, 


GEORGIA. 


Atlanta, Journal, dy. Av. 1902, 
an’ Ob (136), ae, e. ane 


wy, 84,10 


Atlanta, News. Actual dail 1908, 
20.104 (sk). Av. December cember 1908, 28, wall y 


Atlanta, Southern Culti Cultivator, 


semi-mo. Actual average for 1908, 8 gD Ch). 
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Roekford, Repabiie, daily. Actuat 


kly. N. 
Lafayette, Walker Co. Mom G40 Uk). for 1903, 6,540 (3), La Uoste & Marvell, N. 


6. Napier, JT’, pub, Av. for 1903 
IDAHO. 
Belce, _— News, d’y and wy. 


Hy tae Ch abb. 


Capital News 


Aver, 1908, d’y Brei (3k), w’y | pub. 


INDIANA. 
Evanevitt Courter, dail ead and 8. Courier Co. 
, 11,2 ). Sworn av, ’03, 12,- 
618. Smith & Thompeon. peon, Sp. Rep.,N.Y. ¥. & Chicago, 


ILLINOIS. Evaneville, Journal-News. Av, 1908, d’y 
ro, Citizen, woekiy. As Actual average, Fa 18, 852(% ,S’y 14,120(). Z. Katz, Agt.,.N. X. 
Dai 1903, ; 
iia" ie). a daily, ¥ 1883 tevel weekly, 1,125. Goshen, Oteking Club, monthly. Avesnan. for 
starred dS tnt 1902, 25,501 (247), A ‘persistent medium, as 
housewives keep every issue for daily reference. 


hampaign, News. In 1902 no issue less than 
1.100 0 daily and 400 any (163), In Novem- 
a 1903, no daily less tha: n 2,400. 
Ihieago, Ad Sense, monthly. The Ad Sense 
on “pads. Actual average for 162, 6,088 a7) 


A ale joo) dal Clinic monthly. Dr W. 
ot Abbots, pub 3 itt Clough, Zay. . 





a ice & me oe : 
het iy a 25.250 (#8), Somarens over 
one-fourth of the ‘American l 


Chie: American Bee pare weekly. 
Actual average for 192, 7,485 (167). 


Ohieago, Bakers’ Helper, monthly. 
Ulissold. Average for 1903, 4,175 (38) 0). 


Chicago, Breeders P Goaviin. ock farm,week- 
ly, Sanders Pub. Co. Average for 1902, 60,052 
(167). Actwal average for 190: ‘ae 1908, te %*) 


.° Dental Digest, H. Crouse, 
werage for 1903, O08 ( (* 


Chicago, Grain Dealers Journal, s. 
Dealers ompany. Av. for 1903, A BEA (ie) te (oo). 


Chieago, Home Detenter. mo. T. G. Mauritzen. 
yrnat 1902, 5,409. mos, 1903, $4,000. 








al Amer, 


Indianapolis, News, dy. Aver. net sales in 1903, 


69,885 (2); March, 194, T4,! 74,808. 


Lafayette, Morning ing Journal, dail; 


average 1903, 4,002 (3); March, 1904, 4574. 


Marion, Leader, daily. B. Westlake, pub. 


or | Actual av., 1903, 5,295 ow March, 1904, &, T22, 


Star, d’y and 8’y. Star Pup. Co. Aver. 


nele, 
ae 1903, Wy 25,886(), Sy 19,250 (). 
Notre Dame, The Ave Maria, Catholic weekly 
magazine. (#. 


Actual average for 1903, 24,068 


Prineeton, Clarion-News, daily. Clarion ‘Pub- 
lishing Co. Average for 1902, 1, 20 (264). 


Richmond, Evening Item. Sworn dy. av. for 


1903, 8,552 (2). Same for Dee, 1903, 8,742. 


Riehmond, Sun-Telogram, Sworn-av. 1903, dy. 


8,811. For Feb., 8,944, 


South Bend, Tribune. dail 
1903, 5,718 (3k). SS eee 


INDIAN far ag +o hater 
Ardmore, Ardm 


Siseae, Joare Med. Assoc. daily a 
1908, muti 15 (sf), Jait., Feb. J Feb. Mar., 1904, won BOERS. Average for 1903, dy., 7 Te OStK oy, "Sete (3). 


Vo: ice-Review, mo. lew,mo. Ave for 1902, 
eeoaie (188), For six months 1903, 26,166. 


Chieago, Monumental News. mo. R. J. Haight 

pub, Av. for year end. July, 1902, 2,966 (182), 
Chieago, Musical Leader & Concert-Goer, 
wy. Aver. year ending January 4, 18,548 (Ok). 
. National Harness Review, mo, Av. 

- ie 291 (183). First 1 First 8 mos, 1903, 6,250, 


Chicago, National Laund Laundry Journal, 
monthly. + Actual average for 1903, ADeSsopien. 


Park an d Cemetery and Lai and Landscape Gardeni! 
mo. yo for year ending July, 1 2,041 ass 





Chicago, rd-Herald. At for 1903, 
daily terete (%), Sunday | Sunday 191, Sit &. 

Chicago, Retailer’s Journ 's Journal, mon . Act- 
ual average for 1908, 6,785 (3k). a, 


Chicago, The Operative Miller, monthly. Act- 
ual average for 1902, 5,666 (183). 


Tribune, daily. Trib In 1902, 
yA Nt y-: une Co. In 


oeet pas Lente, Poultry Ci Galere, ny gunz 
erage ret sia onthe 108, ha 100, 14,888. sdininind 


Evanston . Correct English: 
Actual aver.’ year end’g are 


: How to Use It, mo. 
Wg March, 704, 10,000 (x). 


any eBati gs cet, 
y wee! r wi 
anteed circulation datly for Tan ‘1904, $0 ar guar 





Peorta, Star, eveni a Si mornin; 
Actual sworn average for 1902 or 19082, 28,742 (219). 


IOWA. 
Arlington, News. All home-print weekly. W. 
F. Lake, pub. Average for 1 1,400 (282). 
Burlington, Gazette. 

Average for 1903, 5,864 , tw » 1904, eee 

. an, 1903, 8,055 (3), 
8. pov dootk D ‘Dv.at ‘av. March, 1904, 9, 08. Cir . 
guar. more than double of an ny Davenport da sag: 


Decorah, n (Norwegian). Sworn 
av. cir’n, 1903, 88,700 Gh). ch). "arch, 1904, 40,856, 


Des a Capital, daily. daily. ‘an B18 

= ae average Sor, 19 ar + Sed 3) 
City circulation the largest ot a  dietiles 
aoe Onty evenin = 4 


carrying a  Seotine of the 
in 1 ng oO, 

want ores. J largest amount of 
advertising. 


Des Moines. News, daily. Aver. 1902, 87.118 
(298). First 9 mos. 1908, aver., sworn, 41 8 net. 


Des Moines, Spirit of the West, wy. Horses 
and live stock. Average for] for 1902, 6,095 (294). 


Des Moines, Wallace's Fa Farmer, wy. Est. 1879. 
Actual average for 1903, 88,769 (s). 


Museatine. Journal, dy. av. 1903, pw thd ad 
£-wy. 2,708 (3K). Dy. av. Jan., 1904, 4,885 


Ott Courier. Daily av. 1903, 4,819 (#); 
prenmanie , , 


hb. Senti 


a. and Fremont ~~~" counties. Average a 
Sioux City, J ournal. Dy. Dy. av. for 1908 ¢ 








peseere: Register Gazette. 
5,554, s,-wy. Register Gauett (2%), Shannon, 150 Nassau, 








av. an., . an Ss gy 
U he 


Dy. av. for 1902 20,871. 


. More 
_ its * fleld inan a ofall cher dalle daily } papers combined. 
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KANSAS. 
Atehison, Globe, daily. E. W. Howe. 
Offers to we &.200 daily circulation for 1903, 
on receipt any advertising bill, 


Girard, Appeal to Reason, weekly. 
land. pk aay 1903, 260.096 ( yon 

Uutehinson. News. Daily 1903, 2,768 (), 
yr 2,112(%). E. Katz, atz, Agent, Neto York, 
pia, Western School Journal. educational 
ly. Average for 1903, 8 1903, 8,125 (3). 


lehita, le, d’y and w’ and w’y. Av. 1902, d’y 16,- 
781. w’y 6,67 eric 1) Beckwith, N.Y. € Chicago. | ( 
KENTUCKY. 


Cleverport, Breckenrid News, 5 om ae " 
D. Babbage. Average for 190 for tue, 2, ” 


(334). 


J. A. Way- 


anol 


Harrod«burg, Democrat. o¢rat. Best weekly in best 
section Ky. Av. /93, e582 (3); growing fast. 


Lexington, Leader. Av. for 1903, 3,828 (3). 
wy. 2,806, sy. 4,092 (). £. Katz, 8. A.,N. ¥. 
ov emierilis, Evening Post, dy. Kvening Post 
Co.,pubs. Actual 26,895 (374). 


Loatevilie. Herald. Actuc Actual daily average for 
1903, 17,214 (%); Sunday, 16, 742 Ck); Feb., 1904, 
daiiy 21,150, weekly 12,400, Sunday 20,771. 


Padueah, Sun, daily. Average, 1903, 2,181(+); 
Sor March, 1904, 2,472. 


LOUISIANA. 
New Orleans. Item pom. R. M. Denholme, 


Publisher. Arerage fan., 1904, 19,895, 
leb., 20,512; ‘March, 20, 654. 


New Orleans. Louisiana Planter and Sugar 
Mfr., wy. In 1/902 no issue less than 8,000 (387). 


New Orleana, The Southern Buck, official 
organ of kikdom in La. and Miss. Av. 02, 2,866. 
MAINE. 

Augusta. Comfort, m Gannett, pub. 
Actual average for 1902. Verd,zée (391). 


Augusta. Kennebec Journal, d’y and w’y. 
verage daily, 1903, 5.27% (3%), weekly 2,170 (). 


gor, Commercial. Average for 1903, daily 
8,218 (4) weekly 29,006 (3k). 


average fo for Ise, 


Actual weekly 


Dover, Piscataquis Observer. 
average 1903, 1,904 (+). 
Lewiaton. Evening Journal, daily. Aver. for 

1903, 6,814 (+) (©@O), w’y 15,482 () (©). 


Fetes Meine Woods and Woodsman sweekly. 
J. W. Brackett. Average for 1903, 8,041 (2). 


Porttand. Evening Expres Express. Ar 
daily 11,740(:), Sunday Telegram 


MARYLAND. 

Baltimore, at daily. Eveni 

lishing Co. average 1902, 41,58 
March, 1904, 54, “ 


MASSACHUSETTS. 
Boston. Evening Transcript (©) (412) Boston’s 
tea table paper. Largest amount of week day adr. 


land ay » monthly. 
_Average 1902, 21,580 (420). 

hams Pilot, every ery Saturda: jay. Roman Catho- 

ie “Tas. effrey Roche, editor. (@@) 


Boston, Traveler. Fst. 1824. Jaw daily av. 
1902, 78.852. In 1903, 76.666 (2%). October / 
ws to March 1, 1904, 80,4 

or eventing circulation in New ey eM 


Sor 1903, 
090 (x): 


News Pub- 
(42), For 


Boston, New fF: 
poten reo. .» pubs. 


Boston. Globe. Ave Fae 1903, daily, 195,. 
554 (sk), Sunday, 207,824 

Largest  otroulation in ‘New ngland. 

Advertisements go in morning and afternoon 
editions forone price, __ 


B. -4 Northfield, Record of Christian Wort, 
0. $1. Av. for yr.end’g Dec. 3/, 1903,20.250 uk 

Oniy clean, reliable advertising taken, Bees 
J0c. flat, or one-half-cent per cent per line per thousand, 


Glomeanton, Daily Times. Average for 192, 
6,247 (427). First seven months 1903, 6,629, 


eenemocnteny Cape Ann News. Actual dail 
to. ke year ending February 15, 194, Ard 
‘ebruary, 1904, ‘, average 6,016. 


uke awrence, Telegram, aail aaily. Tel 
shing Lo. Average for 19vz, for 19uz, 6,701 ( 


Salem, Little Folks, mo. mo. pany 
Cassino. Average for ‘or 1902, % 78, 50 (434 


Springfield, Good Housel Housekeeping, mo. Avg. 
for 1992, 108,666 (436). For year end. Der., 
1903, 185,992. All advertisements Te a 


Springfield, Republican. Av. 1903, dy. 
(4) (OO), Sun. 15,270 (4%) (OO), wy. O86 * 


Worcester. Evening Post, ie) Worcester 
Post Co. Average for 1903, 11,711 (s). 


Worcester, L’Opinion Publique, anny, Aver, 
Jan., 5,180 (3%). Only i ronan goer, in U. = on 
Roll ‘of Honor. R. A. Craig, N. and Ch 


MICHIGAN. 


Adrian. Telegram, dy. D. W.Grandon. Av. for 
1902,1,270 gn —— 1903, 8,912 (+). 


Detroit, Free Press, Average for 193, daily 
42,918 (), "taken 8.845 (. 


Grand Rapida, Evening Press, d Average 
1903, 8,499 (%). 40,000 guar. ‘daily Sor 19s 


Grand Rapids, Herald. Average daily issue 
Sor 1903, 22,824 (%) 


Jackson, Citizen, daily. James O’Donnell, 
pub. Actual average for 1902, 8,887 (461). Ar- 
erage for first sic months 1903, 4,828, 


Jaeknson, Press and Patriot. Actual daily 
average for 1903, &, 649 (3). Av. Mar.,’04, 6,891, 


Kalamazoo, Evening Telegraph. Last siz 
months 1903, oes eae ®. -w. 8,681. * Daily aver. 
December, 1903, 9,069. Guarantees largest and 
best circulation in the city and surrounding 
territory. 


Kalamazoo, Gazette-News, 1903, daily, 8, ad 
(%). Guara a 4,000 more ibers tha 
any other —- ished in the city. ae. 
3 mo’s to ‘April 7 P9493. 3. 


Saginaw, E or. News, dail ATi 
1902, 9,848 (473). March, 1904, daily 14 


MINNESOTA. 
Minneapolis, Farm, Stock 
monthly. Actual average 1903, 7B 854 ( Gk) (498) 
Actual average January, 1904, 's, 00. 


Mirneapoli«, N. W. Agriculturist,s.-mo. Feb., 
08, 78,168 (498). 75.000 guar’d. s5c.agate line. 


Minneapolis, Svenska Amerikanska Pi 


Swan J. Turnblad, =. 1903, iett it). 


Mi The k household 
monthly. roe ar erage 1903, 268, 250 e). 

Owatonna, Chronicle, Semi-w’y. Av. for 
1903, 1,896 (%). O 's leading paper. 
Present circulation, 2,100. 


St. Paul, Der Wanderer, with is 0 sup., 
Farmer im ‘Westen, wy. Av. Jor 1903, oc 


» Pool, ice teh, dy. 
ver bT.8 288. 


7 Put- 


d Home, semi- 








Aver. 1903, 58. 
s7. PAUL'S Liat 





+ Smith & Thompson, N, ¥. and Chicago. 


Present 
Vi G NEWSP4 41PER. Wy aver, 1903, 78,026 


j 











Minneapolis, Journal, daily. Journal Print- | 
sing Co. 
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During February THE MINNEAPOLIS JOURNAL 
made another great rd—1,359 columns of 
ean advertising in 25 d 
of all kinds of sdvercising: of its nearest competi- 
tor in 2 week [- and four - —— ree 

an | 


MINNEAPOLIS RNAL re’ ore 
columns of He © mmeninal advertising in 


During February THE MINNEAPOLIS JOURNAL'S 
daily average circulation was 


63,900 


Most of this went home! THE MINNEAPO 
JouRNAL reaches the most homesof all classes 
and is the clean family yy paperof iss North- 
west. It is the paper that is prefe’ read- 
ers and sdvertisers alike. 1t is “The Great Daily 
of the Great Northwest. 


THE JOURNAL 
Goes Home. 


we clean paper in the home is worth five sold 
the streets—from an advertising standpoint. 
M. LEE STARKE, Manager General Advertising. 
Tribune Building, New York. 
Tribune Building Chicago. 
St. Rent, Globe, daily. Globe Co., publishers. 
er 1903, 31,541 Ck). First 9 
mos. 1903, 81,529. 
St. Paul, News, dy. Aver. 1902. $0. gad = 
First 9 mos. 1903, sworn average 84,081 
Pioneer-Press, pally average for 
1900 skis, Sunday 80.986 (506 
hg Paul, The Farmer, agri.,s.-mo. Est. 1882- 
0c. Prof. Shaw, ed. "Act. av 4 end. 
Feb, 77,861 (3k). * Act. present av. 85, 
Westlicher Herold, Av. 1903, 22,519(:k); Sonn- 
tops inone, 28,111 (2); Volksbl. des Westens, 





Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202 (512); 1903, 4,044 (3k). 


MISSISSIPPI. 
Vieksburg, American, daily. penne no eoaad 
less than 1,850 (522). In 1903, 1,900 cc 
| ISSOURI. 
Joplin: daily. verage for 1903, 
10,510 C&C mote "Eg. Kutz, Spenal agent N.Y.’ 
Kansas City, Journal, d'y and w’y. Average 
Sor iws, daily 60,268 (Gk), 68 (-), weekly 188,725 
Kansas City, Weekly implement Trade J'rn 
Av. Aug., 02, 9.18% (543). civ. 6 mos. "3, ete 


Kansas City, World. daily. Aver. 1902, 62.- 
978 (642), First 9 mos. 1903, ate, sworn, 61,452. 


Mexico, American Farm and Orchard. agric. 
and hortic.,mo. Actual averaze for 1902, 4,888 
= Actual aver, May, June, June, Jaty, 1908, 15.667. 


t. Joseph, News and Press. Daily aver. for 
soa 60,418 Gk) Last 3 mos.’ 1000, Book. 


a. Leste, Medical Brief.mo. J. J. Lawrence, 
..ed.and pub. Av. for 1903, 37.950. 


“Xeton Farmer ani Stock Grower, mo. Av. 4 
end, Dec., 


» 106, 5.625, 1902, 68,588 (568). 
~~ Actual daily average for 


ly. Average 1903, 20,54: 


net 
largest circulation in 
net circulation for January. 1904, aver. “44.185. 


St. Louis. The Woman’s M ne. monthly. 
omen and home. Lewis Pub. Proven aver- 
for 1902, 908,888. 


age Actual proven average 
‘e in 1903, 1, ey ins Commenci: 
“The Great Daily tithe ‘Oct,, 1905, every tasue 0 exceed 


of the Great Northwest.” tom 6 i cop en 


Kapa! every issue ranteed to 
—full count. Largest circula- 


MONTANA. 


Fees Anaconda, Standard. Daily at ‘or 1903, 
8, against 1,289 columns 10,809 (>). MONTANA'S BEST NEWSPAPER. 





Butte, American Labor Union Journal, week- 
9 gei circulation. 


Butte, Inter-Mountain, evening. Actual sworn 
t circulation for 1903,10,617 (). Senrentes 
State of Mont Sworn 


Helena, Record, evening. Record Publishing 
4903, aa. (ss) daily. Aver- 


age for 1903 754 (oR) week 


NEBRASKA. 
[inesin, Daily Star. Actual average for 1093, 
11,165 (%), January, 1904, 18,225. 


Lincoln, Deutsch-Amerikan Farmer, weekly 


(500). Actual een 1903, 158,525(). 


a» Freie Presse, weekly (69). Actual 
verage for 1903 *159.400G%). 


" Sais Nebraska Teache Teacher, monthly. Towne 


& Crabtree, pub. Average for 1903, &,810(%). 


Lincoln, Western Medical Review,mo. Av. yr. 
~. May, 1903, 1,800. _1n 1902, 1,660 (591). 


maha, Den Danske Pioneer. wy. Sophus F. 
Noble Pub. Co. Average for for 1902, 28,478 (694). 


Omaha. News, daily. Ave Aver. for 1902, 82.777 
(594), First 9 mos, 1903, sworn aver. 40,055. 


NEW HAMPSHIRE. 


Franklin Falla, Journal-Transcript. wen 
Towne & Robie. In 1902, no is: no issue less than 8,40 


Manchester. News. daily. eo Herb. N. elsadien. 





Average for 1 7.500 ( 
Leith & rt, N. ¥. Rep., 150 Nassau St. 
NEW JERSEY. 


Asbury Park. L. Kinmonth, pub. 
Actual average 1908, 8, MB tO8 Gh. In 1902, 8,256. 


Camden, Daily Courier. Est. 1°76. Net aver- 
age circulation ‘or year end. Oct., 03, 6,885 (22). 
Camden, Post-Telegram. Actual dail 
age, 1903, 5,798 (3k), sworn. Jan., /904, &, 3. 
Hoboken, Observer, dail Actual average 
1902, 18,097 (619); Sept., 1905 1903, 22,751. 
Jeraey City, Evening Jou Journal. Average for 
1903,19,012, First three — 1904, sme i 
Newark, Evenin; g News. 
Co. Av. for 1903, ay 896 a By e891 = 
Newmarket, Advertiser:’ Guide, mo. Pa 
Day, publisher. Average for 1903, 5,125 (3). 
Red Bank, Register, weekly. "st. 1878. John 
H. Cook. Actual average 1903, 2,961 (sk). 
NEW YORK. 
Albany, Journal, evening. Journal Co. 
age for 1903, 16,62% (3k); = sg 08, 14,08. 
Athans. Times-Union, every even 
1856. A verage for first three m three months a "99,020 s20. 
Binghamton, Evening Herald, daily. Herald 
Co. Average for first three months 1904, mg 
eae, Courier, morn.; Enquirer, even. 
. Conn Aver. for 1908, morn. Sareea (e) 
even. $8, O82 (); Stinday ar arerage 68,586 (). 
affalo. Evening News. Dail werage 1903, 
9,408 Che Fred's moe 1960 88, oae. : 


Catakill, Recorder. weekly. Harry Hall, edi- 





1908, ek ets s o 


tor, 7903 av,,8,408 (3). Ar. last 3 mo’s, 8,666, 
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Cortland, “0075 Fridays. Est. 1840. Aver. 
1903, 2,248 (sf). y Dem. nly Dem. paper in county. 
Elmira, Ev'g cur tet Av. for 1902, 8,255 (651). 
uteed by vit or personal oe: 
Leith & Stuart, N. Y. Rep., 150 Nassau 
Ithsea, Rows, daily. ithaca Publishing Co. 
Average for 190: baal ). Av. for Feb, 1904, 
4,650. Leith & St .Y. Liep., 150 Nassau st. 
Le Roy, Gazette. “= 1826. Av. °03, 2.254 (2). 
Larg. wy. circ. Genesee, Orleans & Niagara Cos. 
ite burgh. News.dy. Av. for 1903, 4,487 (+), 
me more than al Meche Newbon papers combined. 
New York ow. 
American Engineer, my. Van Arsdale, 
pub. = 908, BbtS Ge. dv. foros, 4,600. 
American Machinist, w’y, machine construc. 
(Also European ed.) Av. 1903, 20,475 (2). 
Amerikanische Schweizer Zeitung, 
Pub. Co., 62 Trinity pl. Av. for 1902, 
Army ¢ Navy Journal. Est. 1863. Weekly aver. 
Sor aoe %). Present circulation (March 5) 
9,422. C. & F. P. Church, Pubs. 
Baker’s Review, monthly. W. R. Co. 
publishers. Actual l average for 1903, wie fey 
Average for last three months 1903, 4,700. 


Benziger’s Magazine, tamil monthly. Ben- 
rot 9,208 (). Your 


advartinemen oom AE ay 2 ry re Mi €: ill b 
n r4) 8 agaz ne wi ring 
ness, because it. i cereubatee om has 
QUANTITY, CHARACTER, INFLUENCE. 
Benziger’s id those who ad is sold awd by yearly sub- 
scription, and ise in its columns 
reach avery desi: iaas of people dvertis- 
ing rates, fbn n tony agate ine, 
Cheerful Moments, month! ly. Geo. W. Willis 
Publishing Co. Average for for 1902, 208,888 are 
Clipper. weekly (Theat: (Theatrical). Frank Quee' 
Pub. Co., Ltd. Aver. for 1902, 8e.s4t (oes 


Delineator, fashion mo. Tick Pub. Co., 
Ltd. Est. 1872. Av. 1902, et 909 (688). Act. ar. 
cire'n Jor months ending Ju June, 1903, 876,987. 

wiz, Geate, ods, monthly. Ma: Max fy etry se pub- 

ctual average for 1903, 4,86 6 (+). 

.? Comercio, 2 mo. Spanish export. J. - 
ard Clark Co. ‘Average for 1902, 5,875 on. ‘sod 

Electrical Review. weekiy. Electrical Review 
Pub. Co. Average for 1903, 6, 1903, 6,885 (2) OO” 

Elite 8! Jes, monthly, Pur an fashion. Actual 
average for 1903, 62 


+n — Association, Aver- 
9 (667). 


3,000 671). (671). 


Forward 
age for Yfor 10h, 81% 
Four-Track al monthly Actual a 


id 
Sor six months ending March, 1904, oftgee 
— edition, or ‘May edition, 1 ’ 


Haberdasher, mo., 1881. Actual average 
4903, Ly 4 (3K) Binders’ vit and Post’ 
receipts distributed monthly to advertisers. 
Hardware, semi-monthly. Average for 1902, 
8,802 (683); average for 1903, 1903, 9,581. 


Hardware Dealers’ Magas M ine, ae 
#0ns no issue Less than 17,000 (8). (@O). 


Junior Tetintinn, @ fashion m< month. Mas ee 1 a 
° 


In 


huber, pub. Actual } average 1903, 


Leslie’s Month! Magazine, New York. A 
entation or te aati atts ib eg 
684 (%). nt doerage ct circulation 288,278. 


Morning Telegraph, daily. Dail poeure h 
Co., pubs. Average for 1902, 28,228 228 (668) 4 


Music Trade Review, tte 8 oat wosk- 
ly. Aver. for 192, 5.452 (677 


New Thought Magazine, moved to Pz, York 

City. Average ending January, 1903, 29,289 

(183). Average ending December, 1903, 104,977. 
sworn. The only medium for New Thought peopi 





Pharmaceutical Era, weekly, pharmacy, 
Haynes & Co., pubs., 8 Spruce strest. (@6) a : 


Pocket List of Railroad Off Officials, aly. Railr’ 
& Transp. Av. 02, 17,696 (702); av. 08, 1% ‘998 


Police Chronicle, weekly. Police Chronicle 
Pub. Co. Average for 1903, 4, 1903, 4,914 (2), 
Printers’ Ink, weekly. A jc gt for advertis. 
ers, $5.00 per year. je0. Est. 1888, 
Average for 103, 11.001 (sk). pirat toon 
1904, actual average 12.092. 


Railroad Gazette, railroad and engineering 
weekly. 83 Fulto’ street. Est, 1856. (OO) (6). 


The Central Station, monthly. H. C. Cushing, 
Jr. Av. for year ending May, i902, 8,488 (687), 
The Iron Age, weekly, py nar = 
aes 5, i ol p> may oalh . generation ti he eee, 
u pen n rdware, iron, ai. 
wise | “'Printere’ Tne awarded tie yen 
uters’ Ink awa a sterling sil 
Bowl to the Iron Age, er as a follows abe 
“ Awa’ 


he Art of 
Advertising, to The Iron Age, 
“ that paper, after a canvass 
“ing 7 merits extending orer 
‘od of ten peter os 
the one trade paper in 
‘ates of orien that, taken all ina 
constituency the best service and 
“ serves its purpose as he m dium Sor communica- 
* ‘tion with a specified class 
The Ladies’ World, mo., household. Average 
net paid oor aaa 1903, 480, a a 


The Wor! laver. for 190 
607 (Ck), T9, Sot. 102 (3%). Sy. ‘gascab0 oa 


Toilettes, fashion, monthly. Max Jagerbuber, 
publisher. Actual average for 1903, 61,800 (%), 


wae Magazine. Gaylord Wilshire, ed. 
123 K. 23d St. Act. av. ending Sept., 1902, 46, 
(1088). wae av. first eight ¥ mos., 1903, 100,625, 


Rechester. Case and Comment. mo. Law. Av. 
for 1902, 80,000 (715) ; 4 years’ average, 80.186, 

&eheneetady. Gazette, daily. A. N. Liecty, 
Average for 1902, 9,097 (718). Actual average 
for 1903, 11, 628 (x). 

Syracuae, Evening Herald, daily. Herald Co., 
pub. Aver, 1903, dy."88,107(%) S’y 88, Teen 

Ttiea, National Electrical Contractor, mo, 
Average for 1902, 2,292 (723). 


Utiea, Press, daily. Otto A. Meyer. publisher, 
Average for 1903, 14.004 (%). 

Warsaw, Western New Yorker, weekly. Aver 
hw 1903, 8,802 (%). In county of 32,000 with 


“ ing been noun 
* United Si 
“ renders it. 


no 


Welleville, Reporter. Only dy. and s.-wy. in 

Co. .Av. 1903, ay. 1. 184(%K); nae. 2,958 (#). 

Whitehall. Chronicle, weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA. 
Pn pain dns Observer. oom Carolina’s fore 
Act. v. 1903, &, B82 (#). 
Sy, 6.79104 ae semi-w'y 42 S00 (3k). First 
months %904, 6,578. 
Elizabeth City, Tar Heel, weekly. Actual 
average 1/904, 8,5 0. Covers ten counties. 


a BES oe Biblical Recordet Recorder, weekly. Average 


1903, 8, 
NORTH DAKOTA. 
Grand Forks, Herald, dy. av. for Feb 
5,811. Will guar 5,860 for year, N. Dakota's 
BIGGEST D Y. La Coate & Macewell N.Y. Rep. 
Grand Forka, Normanden, weekly Ar. forims 
5,451 ().. Guar. 6,800 after larch 9th, 1904, 


Wahpeton, Gazette. Aver. 1903. 1,564(#). 
Largest circ, in Richland County. Home 
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OHIO. 
Beacon Journal. Aver. 1903, 8,208 (3) 
(7). Ake 623 Temple Court. Av. Mar. hy 9,125. 


bulla. Amerikan Sanomat, w’y. Aug.Ed- 
—— Paverag® tor 1902, r 1902, 8,558 (752). 


innati, Enquirer. irer. Established 1842. Daily 
(Os Sunday @O) (i). B (761). Beckwith, New York. 


Corcinuatt, Mixer and Server, monthly. Actual 
rl 


average fi Me 1s oes 764). Actual average 
Berw 48,625 l organ Hotel ain 


4 Alliance and Ba 
Int. sient mee Ta, WATCH US GROW 


nati. Phonographic Magazine, mo. 
oe. Co. O. Av. for 1902, 10,107 (764). 


Peestanatt, hae ~y Review, m’y. Highlands & 
Righlands. av. for 1902, 2. 584 (765). 


Cincinnati, ——, ¢., Cincinnati Times- 
Star Pub.Co. Act. 902, 148,018 (761) 
‘Actual average for 1905, OS, 14,164 Gh). 


Cleveland, Current Anecdotes (Preachery’ 
Mag.), mo. Av. year ending 1 nen Dec., 34, ’03, See 


Cleveland, Plain Deal 
daily average 1903, 66,44: “Gi ——_. eats 
Gerd March, 1904, vas daily ; 


bitin, Press, daily, democratic. Press 
Printing Co. Actual av. for 1902, 24,989 (770). 


Dayton, News, dy. News Pub. Co. Average 

for ims, 16,407 (%). Sick: 1904, 19,065. 
Dayton, Fpuns Catholic Messen; semi- 
hy mw h Pflaum. Aver. for 1908, 8 SL 125k). 
Laneaster, Fairfield Co. Republican. In Aug- 
ust, 02, no issue less than 1.680 for 2 years (783) 


Mousfelé, News, daily-weekly. als 1902, 
4,151. N. Y. office, 523 Temple Court 


Springfield, Farm and Fireside, agricultural, 
Sn ane nn . est. 1877. Actual average for 1902) 
811,22 ). Actual average for first six 
months, Sen 840,875. 

Springfield, Press-Republic. Aver. /903,9,288 
(+); Feb., "94, 9,862. N. Y. office, 523 Temple Ct. 

Springfield, Woman’s Home Companion 
rw] monthly, « est. 1873. Actual av. for 1002, 
862.666 (800). ctual average for first 
pn ay "208. 885,166. 

Toledo, Medical and Surgical Reporter, mo. 
Actual average 1903, 10,088 (3). 


eg mete y Vindicator. D’ 
(%). LaCoste & Maxwell, N.Y., 
OKLAHOMA. 

Guthrie, Oklahoma Farmer, wy. Actual 
average 1903, 28,020 (sk). 


Py ty, Oklahoma eae Pages dy. and 
ver. for 1908, dy. 20,062 hoy. O14 (3) 
| 4 ending July 1, 08, ay, To'sdss wy. 28,1 °: 


onEon- 
Astoria, Lannetar. C.Rosenberg. Finnish, 
Average ie oy 898 (820). 


Portland, Fven Telegram. dy. 
Sworn cir.’08, 17,648 (sk). 1n02 16,866 (824). 


ap, ’03.11,009 
ern Reps. 


enortland, Pacific Miner, semi-mo. Av. ir 


Sept., 1902, 8,808; first 8 mos, 1903, 4,91 


PENNSYLVANIA. 


Bellefonte, Centre Democrat, wy. Chas. R. 
urtz, Pub. Sworn aver. 1908, 8,804 (ck). 


Chester, Times, eve dy. . d’y. Av. 1908,8,187 
N.Y. office, 200 Bway. PR: ayn age 


Connellaville. Courier, daily. 


Sunday, 
18 


dy. (ex. Sun). 


Erie, Times, dail ‘or 1903, 11,208 
(ck). Feb. 1904. 18,086. Katz, Sp. Ag.,'N. ¥. 
Marvishus sy ‘graph, dy dy. Actual daily aver. 
1903, 10,886 ). Average, ven % r endin aire: 
ary, 10,544, TXuerage, feb Mivoory, 10,5 88. 


Philadelphia, American Medicine, wy. Av. 


for 1902, 19,827 (865). Av, March, 1903, 16,827, 


The Philadelphia 
Bulletin’s Circulation 


The following statement shows the actual cir- 
culation of the “The Bulletin” for each day in 
the month of March, 1904: 

1 





Total for 27 days, 4,963,593 copies. 
NET AVERAGE ~- MARCH, 


183,837 copies per day 


THE BULLETIN’sS er figures a: 
damaged, unsold, free and soturned ¢ Simian 


| ~F been omitved. 
~ i "® wagered Publisher. 

Philadelphia, Apri 4. 

THE BULLETIN goes roe — forag Philadel- 
phia homes than any other med 

THE BULLETIN has by a ge the 
largest lucal circulation of any Philadelphia 
newspaper. 

Pidiadelphia, Camera, m . Frank V. 
Chambers. Average for 1002 ib02, 6 6.7 (871). 
Philadelphia, Farm Jou: Journal, monthly. =. 
mer Atkinson Company, publ ishers. thee 
Sor 1908, nters’ Ink 
the seventh Sugar Bowl t ‘0 Farm Journal with this 


ee carded yune 2th, 1902, 
# Printers’ ‘The Li 





“pal ‘population, po | as an cr fon ‘aoa economt- 
with them, 
“ through its advertising columns. ” 


Philadelphia, Press. Av. Av. ci: 00,000 
daily. Net average for Feb., ion feuesn” 

Paliedeleiie, Reformed Church Messen ee tay 
wy hst. Arerage for 1908, 8,558 (). 


vissibacaex. Sunday School pA waent Tioguly 
Average for 1902, 101,815 (869). 
4, 1908, 108,057. Religious Petes anon 


Pittaburg, Chronicle-Telegraph. ‘aaa tl 
67,842 (875). Sworn statement on application. 


Pitta! bare rg gancite, ay pmndg? ¥ Sun. Aver. gy 
na — worn statem’t on application 


taburg, “tae Wo World, wy. Av. 1908, 18,- 
obits Reaches best pd. class of workmen in 0.8. 


Pitteburg, Times, daily. Wm. H. Seif, pres. 








1908, 
1,848 (2k). weekly for 1903, B08 rb daily Pty 1903, 64,648 Ge). Average first siz 


January February, iw4, 2, 


months 1903, 64,871, 
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ranton, Times, every evg. E. J. Lynett. iY 


om 21,604 (>) 


arren, Forenings Vannen, Swedish, mo. 
Av. f+ 1,541 (889). Circulates Pa., N. Y.and 0, 


Washington, Reporter, daily. John I. Stew- 
art, gen. mgr. Average for 1902, 5,857 (889). 


Weat Chester, Local N ony. 
Hodgson. ‘Average for foun. 15,086 $90). 

Williamaport, Grit. America's Greatest 

eekly. Net paid average 1903, 181.868 (2). 
Smith & Thompson, Keps., New York and Chicago. 


York. Dispatch, daily. Dispatch Publishing 
Co. -Average for 1903, 8,108 8b. 


RHODE ISLAND. 
vidence, Daily Journal, 16.485 (%)(G@), 

19,882 ( )@@). Evening Bulletin 86, - 
} av. 1903, vidence Journal Co., pubs. 


terly: Sun. Geo. Geo. H. U Utter, pub. Average 
wn iss (x). Only daily in So. Rhode Island. 


SOUTH CAROLINA. 
Anderson, People’s Advocate, weekly. G.P. 
Browne. Aver, 1903, no tesue l issue less than 1, 50 (3%). 


Charleston, Evening Pos ng Post. Actual dy. aver. 
Sor 193, 2,842 (%). First 3 irst 3 mos. ’04, 8,170. 


Columbia, State, daily. “daily. State oo. publishers. 
Actual average for 193, daily, 6.568 (2); semi- 
are 2,015 (); Sunda yi 00 (3) First 

3 mos. 1904, daily z, 440, 6. 


SOUTH DAKOTA. 
Sioux Falla, s Leader. Tomlinson & Day, 
rublishers. Actual daily average for 1902, 5,819 
(15). Actual daily aver. for 1903, 8,882 (+). 


TENNESSEE. 


Chattanooga, Southern Fruit Grower, mo. 
Actual average 1903, 17,855 (%). Rate, 15 cents 
per line. Average for January, 1904,19,177. 


Gallatin, Semi-weekly News. In 1992 no issue 
less than 1,850 (923). First 6 mos, 1903, 1,425, 
Knoxville, Sentinel, daly. 
9,691 (2). 6 mos. ’03, 10,168. Feb., 


Lewisburg, Tribune, semi-weekly. 
Carter. Actual average 1903,1,201 (>). 


Memphia, Morning News. Actual daily aver- 
age for 1903,1%,594(%); March, 1904, average 
21,758. 


Nashville, ore ck ony. Av, Sor. year ending 


Feb., 1908, 16,0 a ". for Feb., 1904, 21.- 
287. Oniy Nasholle *y eligible to Roll of Honor. 


Nashville, Christian Advocate AY a Bigham 
&Smith. Average for 1902. 14,241 929). 


ReshyMie. Progressive esive Teacher and Southw’n 
School Journal,mo. Av. for 1902, 8,400 (930), 


TEXAS. 

Dallas, Retail Merchant, mo. (formerly Retail 
Grocer and Butcher). Julian © ‘apers, publisber. 
Average ong 1, = 105( #) . March, 1904, 1,215. 

El id, daily. near ioe 1903, 
8.865 (a. Pa: aoe oct Deprecen tative, 

u 8t., New York. Te the latest issue of 

oe of Pao, circu- 
gar Texas, 

a ee ° = 


yo Jraudulent.— _ 


La Coste & Maxwell, 


WwW. 8. 


Pro 
Sunday, 
886 ¢ 


190: 
278. 
W. M: 


mort 


the pen ay mani 
are rated. No one pa: 


LD rating, it has caput 
arent. that tl eevee” rating 
NK, July 22, 1903. 


La Porte, Chronicle, weekly. E. p onains 


Y. | ual average, 1908, 


Paria, Advocate, w. r Furey, pub. Act. 


5 887 (x 
UTAH, 


Ogden, Standard. Wm, 
for i902, daily 4,028, semi- St 8, vobi tat 1 (070). 


VERMONT. 


Barre, Times, daily. F. E. Langley. Aver, 4 
2,710 (%). Last six months ws, Base. ” 


Burlin ry Free Press. A Actual daily a 
1903, oo %). Circulation examined | by aie 
of Amer. ad: Only Vermont nt paper examined, 


Burlington, News. Jos Jos. Auld. Actual 
aver, 1903, & 046 (sk), aver. December 5, TT ied 


VIRGINIA. 

1008 SOs ca For 085, ana average for 

5. (985): for * 8) )3 Februa: 
8,448; March, 9,241." ” (+h be 
a, News Leader, ieee, every evening ex- 
Sunday. Daily average ury 1, 1903, to 
ry 1, 1904, 2 414 (ok). The largest cir- 

ohation between Washington and Atlanta. 


po ng emg 
. av. 1903, 12,717 (ky 

Gor 9912 (3). Aver. 2 mos 
ae  Dy.st bs Sy., 17,500; wy., 9,500, S.C 
‘with, rep., Tribune Bldg., N. Y. & Chi 


jcago, 
WEST VIRGINIA. 
Parkersburg, Sentinel, fatty. R. G. Horror, 
pub. Average for 1902, 2,804 009). 
Wheeling. Banter Dail 
ante rewn 10,8 For /2 months up 
to Aprits, Sng Guarantees a paid circulation 
equal to any other two Wheeling papers combined, 


WISCONSIN. 
Madison, Ameri weekly. Amerika Pub- 
lishing Co, Or 1902, 9.496 (1026). 


Tae 
Sy., 13,615 « 


id circwn 9.70%, 


Average 
by ge Evening Wisconsin, d’y. !:vg.Wis- 

consin Co. Av. for 1903, 21,981 ( (se), 

1903, 25,090; March, 1904, 25,848 (©). 


THE EVENING WISCONSIN. 

“For the purpose of reaching the intelligent and 
well-to-do people of Milwaukee I would put the 
Evening Wisconsin first,” said Mr. J. Simon, 
manager of the Boston Store. He also said: “I 
would give more for 25,000 circulation of the 
Evening Wisconsin kind than a hundred thow 
sand of the other kind.” 

Milwaukee, Germania-Abend . dy. Av. for 
year end’g Feb.,’04, 28,876; av. Feb.,’04, Gi sbe 


Milwaukee. Journal, daily. Journal Co.; pub- 
Av. end, Feb.,’03, 88,504 (%). Mar., 1904, 89.909, 


Oshkosh, Northwestern, daily. Average for 
1903, 6,488 (>). 


Raeine. Journal, dai'y. Journal Printing Co, 
Average for 1903, 8,702 CR). 


Pp + yy om feztcal ay weekly, 
erage for 9 3 1 
$1,780. Adv. $2. 40 per ti inch ae 
Waupaca. Post, weekly. Post Publish’ 
Average for 1902, 2,588 (1044). All home 


BRITISH COLUMBIA. 
Vancouver. Province, daily. “W. C. Nichol, 
publisher. Average fori 1908. %, 987 (1051). 


Vietorin. Colonist, Satz. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051), 


MANITOBA. CAN. 


Winnipeg. Der Nordwesten,Germanw’y. At. 


Co. 





publisher. ey ny for 1902, 1, Jeo woot 


Sor 1903, 9,565 (%), only medium in special field, 
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NOVA SCOTIA, CAN. QUEBEC, CAN. 
stk. Herald and Evening Mail. Av. 1902,| Montreal, Herald, daily. Est. 1808. Actual 
571. Av. 1903, 9,941 (2). March, 1904, 15,000, average for 1903, 22,515 ( (3%). 
RI Montreal, La Presse. Treffle Berthiaume, “4 
* __ ONTAE on map ont Vehicle lisher. Actinal he ae ease 0 gd, 70, 
rage Sept. 7 
Trade, monthly. Average for 1903, 5,875 (2). ave to ; wo 
Montreal, Star, d Graham & Co. Av. 



















Average for 1903, 20, | for’02, dy, 55, 079, vy. “at. 4418 (1093). Six mos. 
end. May 31, '03, dy. av. 55, 147, wy. 122,157. 





ito, Star, 
Phas March, fon $0,658. 


The Roll of Honor is now one year old. 






The first annual contracts expired in 
April, and, with few exceptions, those pub- 
lications which are entitled to a place therein 
during 1904 promptly renewed their contracts, 







Not only is the number of renewals a 
satisfactory one, but the comments which 
accompany the orders are so encouraging 
that it appears to be a fact that the Roll of 
Honor is recognized for what it is: The most 
practical step in modern scientific advertising, 
the best and most economical plan for a pub- 
lisher to bring before the American advertiser 
every week in the year the circulation figures 


to date. 


All advertisements in the Roll of Honor 
are stopped at expiration of a contract. 
Those who wish no interruption in the service 
must pay prompt attention to expiration 
notices. 
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The Hartford 


As the capital of the Sp ar 
insurance business, Harti i: 
ordinary interest. . . ., 

The people in business 
tion among the newspapenk 
business it wants and theg 


(Extract from an investigation of Cm 


and published in that paper of April 13, 19 


The Actual Daily Aver 
for If 





[ The Times is a Membt 


PERRY L verus, Jr., New York Repr ati 








PRINTERS’ INK. 


#Conn., Times 


sgere say there is no competi- 
wecause the Times gets all the 
mer three take what’s left. 





of the Roll of Honor | 


tative, 29 Tribune Building, New York. 
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A JOURNAL FOR ADVERTISERS. 

ta Issued every Wednesday. Subscription 
price, five dollars a yea:,inadvance. Ten centsa 

copy. Six dollars a hun ndred. 

ADVERTISING RATES * 

Classified ofreeemente, eer en fgents 
and Want Mediums, set in 
ning witha ff -line initial letter, but eee cesinag 
no a larger than pearl, 10 cents a ae 


Displayed advertisements 20 cents a line, pearl 
ae Slines to the inch ($3); 200 lines to the 


pe 
Pfr specified position (if granted), 25 per cent 
ional, 

For position (full page) first on first or last on 

ag 3 — — price. 
inside of cover pages or first advertise- 
wink 9 aright-hand page (full pages) or for 
— across the 


is re) 


of publication. 
month, quarter or year may 
paid f pleasure — the advertiser,, 
space ‘or 
Two lines smallest advertisement taken. Six 
“ive hi +. reading matter is in- 
vi ap as r 
zens ng ng 
Aavertions to the amount of $10 are entitled 
to a free subscription for one year. 
enn 
Cuar.es J. ZinGG, 

: Publisher, : t 
Business Manager and Managing Editor, 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill.EC 








NEW YORK, MAY 4, t904. 





NOVELTIES. 


The innumerable trinkets classed 
as advertising novelties are now 
admitted to have advertising value. 
Some of the firms that manufacture 
them assert that no other medium 
can be profitably employed in cer- 
tain lines of business, and in proof 
of this is cited the case of an un- 
dertaker in New Jersey who had 
no other means of keeping his name 
before priests, ministers and secre- 
taries of lodges than by a fine 
pocket memo book. Novelties are 
generally foreign to the business 
that they advertise, however, and 
this is one of their grave defects. 
A shoe dealer uses corkscrews or 
match boxes, while a bank is ad- 
vertised by means of a desk clock. 
The novelty ought to fit the busi- 
ness. A corkscrew is admirably 
adapted to advertising beer, or it 
may be sent by general advertisers 
in exchange for a label or two, as 
is done by the Welch Grape Juice 
people. Trays and engraved glasses 
are also effective for advertising 
liquids, and another instance of the 
novelty comme il faut is the agate 
measure sent out by newspapers. 


.tised twofold. 


PRINTERS’ INK. 


Usually the commodity or business 
itself includes inexpensive trinkets 
that immediately suggest them to 
the recipient, while also having the 
merit of being new. A Chicago 
haberdasher mailed single cuffs 
to a list of names about a year ago, 
arranging ad and address on paper 
pasters so that the article was in 
nowise injured. To any one mak- 
ing a purchase at his store and 
asking for it another cuff was 
given, so that the novelty adver- 
An odd fact not 
generally known about novelties is 
that the greater number of articles 
used in this manner are intended 
for men. The way to interest wo- 
man, evidently, is to give her cou- 
pons or trading stamps. Every 
business that caters to men has its 
small trinkets that may be adapted 
for novelty advertising. In shoes 
there are shoestrings, which no- 
body refuses to accept. Home 
polishing outfits can be given to 
customers or sent to exclusive lists, 
and there are heel caps, shoe horns 
and other “findings” that cost little. 
Shaving paper with a small ad on 
each sheet is as good a novelty as 
the hardware man can get in this 
field. It would be as effective fora 
store where attention is given to 
honing razors. In haberdashery 
there are many small trifles, such 
as pocket handkerchiefs, cuff hold- 
ers, bone collar buttons, glove but- 
toners and so forth, which may 
also be utilized by clothiers. For 
tobacconists there are little bundles 
of pipe cleaners, many forms of 
cigar perforator or clipper, match 
boxes, odd tobacco jars, to be had 
at small cost. Every business and 
every commodity. advertised in 
general mediums has its trinket, 
heretofore neglected for such pur- 
poses. On some of them a per- 
manent advertisement may be 
printed, while others can only be 
accompanied with appropriate 
printed matter. It is still a ques- 
tion whether the novelty has an 
advertising value after the first im- 
pression made by its receipt. The 
advertiser’s name may be plainly 
printed on a match box or paper 
cutter, but it is seldom read after 
the day it comes. If the possessor 
of such a trinket ever thinks of the 











advertiser in connection with it the 
result is attained through memory 
rather than through the ad itself, 


Tue International Match Com- 
pany, Twenty-fifth and Wharton 
streets, Philadelphia, wants to re- 
ceive offers and suggestions from 
firms that make a specialty of pre- 
miums and advertising novelties. 

RESPONDING to a fecent sug- 
gestion that advertising novelty 
makers keep the Little School- 
master posted of new goods they 
turn out, J. C. Kenyon, manufac- 
turer, Owego, N. Y., sends nail 
files, pencil holders and toothpick 
pockets which are neat and prac- 
tical. Each article has space for a 
well-displayed, inoffensive adver- 
tisement for those who may want 
to use the articles as auxiliary ad- 
vertising. 





INTERESTING facts about early 
American journalism were publish- 
ed in the Boston Globe of April 
18 Two hundred years ago the 
first American newspaper appeared 
in the Boston News-Letter, the first 
issue of which was published April 
17-24, 1704. For fifteen years it 
was the only newspaper this side 
of the Atlantic, Then a second was 
established in Philadelphia, in 1719, 
and a third in New York, in 1725. 
The Boston News-Letter carried 
no advertising. In 1719 it had three 
rivals, on one of which, the Cou- 
rant, young Benjamin Franklin 
worked. The first Boston paper to 
accept advertisements and publicly 
announce that they would be “taken 
in” was the New England Weekly 
Journal, founded in 1727. The first 
Boston daily appeared in 1796, and 
was called the Polar Star and 
Boston Daily Advertiser. It lasted 
only four months. In 1798 a daily 
was started at Philadelphia, but 
lasted only three months. The first 
Boston daily to survive the period 
of infancy was the Advertiser, 
which began in 1811 and is still 
published. The most influential 
weekly paper in Massachusetts for 
many years was the Worcester 
Spy, which dates from 1770. Since 
the appearance of the News-Letter 
Boston has had 156 publications, 
living and dead, 
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THE average circulation of the 
Milwaukee Journal for March, 
1904, was 39,309 copies daily, as 
recorded in the Roll of Honor. 


Tue Virginian Pilot, of Norfolk, 
Va., follows the policy of throw- 
ing open its books to advertisers 
who wish to investigate its cir- 
culation. W. S. Eakin, of the 
Swift’s Specific Company, recently 
took the troubie to make a personal 
examination of the paper’s records, 
and made the statement that, ac- 
cording to cash receipts, it had a 
daily average of 10,699, with 11,990 
on Sundays. His investigation re- 
sulted in a two years’ contract for 
advertising Swift’s Specific and 
Bradfield Regulator, of Atlanta. 
The Virginian Pilot is one of the 
dailies in that State entitled to en- 
try in the Roll of Honor. 


modeling of the building occupied 
by the Times, Davenport, Iowa, 
and $35,000 will be expended in 
transforming its old home into a 
model newspaper plant. The Goss 
Printing Press Co., Chicago, is 
building a mammoth _three-deck 
color press, with a capacity of 
12,500 twenty-four page papers per 
hour. It will be ready for delivery 
June 1, and is to be installed be- 
hind a large plate glass window in 
full view from the street. The 
Times has also secured the after- 
noon Associated Press franchise in 
that city through purchase from 
the Leader, which was discon- 
tinued. It is confidently predicted 
that the circulation will soon pass 
the 10,000 mark, the growth in 
scope and prestige having been 
steady and normal since the paper 
was purchased, some five years ago, 
by E. P. Adler, when it had less 
than 2,000 circulation. The Times 
claims the peculiar distinction of 
being the only tri-city daily in the 
country, its geographical situation 
being such that it covers Daven- 
port. Rock Island and Moline. In 
its own city it is said to enter two- 
thirds of the homes, and one-half 
of the homes in the two Illinois 
towns. A complete reportorial and 
carrier force is maintained in each 
of the three cities, with regularly 
established offices. 
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Mucu of the stock scheme ad- 
vertising that one sees looks as 
though it would go straight to the 
“mark.” 


A WHOLE lot of people seem to 
be taking an active interest in my 
friend Mr. M. Lee Starke, and I 
have received a bunch of abusive 
literature concerning him during 
the past few weeks which would 
seem to indicate an aggressive anti- 
Starke campaign somewhere. To 
an impartial observer, unaffected 
by the strenuosities of “special 
agents’” competition, it would ap- 
pear that Mr. Starke has commit- 
ted the unpardonable sin of being 
active, progicssive and up to date, 
and realizing that he need expect 
mighty little consideration or cour- 
tesy from his fellow “specials,” he 
preserves an attitude of “armed 
neutrality’—and gets the business. 
Mr. Starke is, apparently, continu- 
ally “doing things” which keep the 
competing “specials” on the keen 
jump to keep up with him. Not 
long ago a man told me, gravely, 
“Starke is crazy.” It made me 
think of an incident which happen- 
ed a good many years ago when 
some of us were hunting for the 
late S. S. Conant. We got a trace 
of him down at Coney Island, 
where he had spent the night at a 
little German hotel. He had talked 
politics and on general topics with 
the proprietor, who was much im- 
pressed with his guest’s fund of 
information. Something that he 
did, however, led one of our party 
to whisper to me: “As I thought, 
he’s out of his head, poor fellow.” 
The little German landlord over- 
heard and turned on him savagely: 
“Young man, if you ever get so 
much brains when you ain’t crazy 
as that man has when he’s crazy 
you will have a damn sight more 
sense than you ever get so long as 
you live”—an expression of opinion 
which was somewhat involved as 
to English, but left no doubt as to 
its meaning. Mr. Starke’s adver- 
saries must have a very mean 
opinion of their own abilities when 
they are so much exercised over 
the competition of one whom they 
profess to hold in such contempt. 


—Lhe Journalist, April 16, 1904. 
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A Goop advertising man must also 
be a good business man. 


PATRICK FARRELLY, NEWS. 
BOY. 


Mr. Patrick Farrelly was born 
in poverty in Ireland. He had when 
he came to this country as a boy of 
seven a sound mind in a sound 
body. 

At twenty-three Mr. 
was selling newspapers, weeklies, 
magazines. The civil war had en- 
ormously stimulated the sale of 
publications. He was shrewd and 
energetic and sought profit by run- 
ning a bigger business. With five 
other men he formed the Ameri- 
can News Company. When the 
poor immigrant lad died the other 
day he was a millionaire. Inci- 
dentally he had in his chosen work 
served his country. The newsboy 
is an educator, since he spreads the 
means of education among the 
people. 

Millionairism is not the only, or 
the highest, or the best success. 
But the boy with the advantage of 
poverty has in America all forms 
of success before him. Wealth or 
scholarship or high public service 
are all to be won—or, if not won, 
the honest effort to win them is it- 
self better than idling. 


Farrelly 





THE first inside cover page 
of Printers’ INK has been sold 
to the Medical Brief for the 
first issue of each month dur- 
ing the year beginning with 
May 4, 1904. The price for 
this transaction was $720, less 
the ten per cent which PriNt- 
ERS’ INK allows when the 
money. for a yearly contract 
is wholly paid in advance. The 
Butterick Trio has also a con- 
tract running for a certain date 
each month, while for some 
dates this page is still open 
The price for this position is 
now $60 for one_ insertion. 
On September 7, 1904. the new 
rate for specified positions, $80, 
will be demanded. Contracts 
may be made now for any 
length of time at the old 
rate. 
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DAILY NEWSPAPER INVES- perienced men, who were supposed to know 
Their mistake had 


just what they were doing. 


TIGATIONS. come about through not knowing local condi- 
hepeeeces tions ; through thinking’ because a paper was 

Vv old it had a large circulation ; use it 

. claimed a large circulation that that circulation 





was local; because it had a large circulatlon 
Much interest has been awakened. that that circulation was of a quality that would 

a th ~ timati d th d benefit their advertising. 
in these investigations an € ad- [have read with great interest the articles 
vertisements issued to attract the you nave a er ine, Bon eneeaes, 
. an conditions revealed in the few cities 
attention of persons competent to canvassed. But the conditions already shown 
aid in the work. Volunteers, seek- will appear mild beside others that are sure to 


ing to try the service experiment- develop. fi 


ally, have sent in reports that are ‘ F 
practically about what they ought Any young man who thinks him- 
to be. It is a curious fact that the self qualified to prepare the sort of 
best reports are made by persons Teports that are wanted is invited 
who were not previousy acquainted to make a trial effort to prove his 
with the newspaper conditions of capacity and understanding of the 
the town. One object of these in- service. He may send in a report 
vestigations is to ascertain to what of the daily paper conditions in the 
extent the circulation reports in Place nearest where he is now re- 
the American Newspaper Directory siding. ‘Fo do this will not neces- 
are accurate or otherwise and the sarily interfere with a present oc- 
reasons for the inaccuracies where cupation. If the report is accept- 
such exist. able it will be paid for by Print- 
There are something more than ERS’ INK at space rates and may 
one thousand places in the United be the means of securing further 
States from which reports upon assignments or a permanent posi- 
newspaper conditions are wanted. tion. To prevent duplication it will 
The task ought to be completed in be necessary to send word in ad- 
twelve months. If it is successfully vance of an intention to deal with 
performed and meets a want felt a specified place, so that the as- 
by general advertisers, there will signment may not meanwhile be 
still exist a need for perpetual re- given to some other person. 
newals of investigation to keep up _It is not to be expected that any 
with changed conditions. report as first submitted will be in 
To go over the entire field in a every respect exactly what it should 
year would necessitate printing not be, but it is reasonable to believe 
less than fifty pages of the reports that it will to some extent reveal 
weekly. That is more space than the ability, tact and observation 
Printers’ INK can devote to the power of the writer, and, as this 
subject; consequently it is had in office is well informed upon mat- 
mind to publish some reports sep- ters pertaining to newspapers, 
arately and supply them to sub- writers will be judged with fair- 
scribers who may be sufficiently in- ness and their shortcomings to 
terested to be willing to pay an some extent corrected. What is 
ddequate price for the service. Two wanted are cold facts, tersely 
hundred and fifty such subscribers, stated. 
at $100 each, would produce a fund Reports are wanted from every 
of $25,000, which is about the ex- place in which one or more daily 
pense the carrying out of the plan papers are published. The logical 
would involve. tributary territory and sphere of 
An intelligent correspondent, influence and interest should be 
who has been interested in these specified. What papers from the 
daily newspaper investigations, outside come into their field should 
writes from Des Moines, Iowa: be ascertained and stated and the 


T have often wondered if the plan now being comparative foothold ained b 
worked out by you would not Se an excellent cae wake known . of 
thing for the advertisers of the country. In a f 

uated ephare I have nee wasted thousands of 2 reporter should call upon 

ars through the use of improper mediums is ; 

for advertising. The wrong gladag of this me spe age of or pers and 8 4 
advertising has been, too, on the part of adver- over wi im the matter of cir- 
tisers who are old at the bysiness—smart, ex- culation, If the publisher does not 
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make a‘circulation statement for 
Rowell’s American Newspaper Di- 
rectory, the reason why he does 
not should be ascertained. Par- 
ticular mention should be made of 
the rating which the Directory ac- 
cords to the paper under investiga- 
tion, and to the publisher’s views 
concerning it. 

According to present usages, the circulation 
of a newspaper is correctly expressed by setting 
down the actual number of complete copies 
produced of each separate issue, adding these 
to ascertain the total number of complete and 
perfect copies issued during an entire year and 
dividing the total by the figure that expresses 
the number of different issues, thus Ss 
the average output of complete copies for eac 
separate issue printed within a year that had 
expired at the time the statement was prepared. 

When the reporter has gathered 
all the facts available and is about 
to begin writing out his report he 
should start by naming the place, 
mention its geographical location, 
the number of inhabitants accord- 
ing to the latest census figures and 
more recent local estimate, the 
distance from the next larger and 
more important city, the rail- 


road connections and the principal 


industries. Then he should name 
the daily papers in order of their 
comparative importance. 


TORRINGTON, CONN. 

Torrington has a very thrifty 
paper in the Register. The busi- 
ness manager was not at all in- 
terested in a proposition to make 
known to general advertisers the 
exact number of copies he prints 
or sells. He said: “Why should I 
tell it—nobody ever asks?” I sug- 
gested that the local people might 
be satisfied to know that the paper 
was published without knowing the 
number of copies, whereas a general 
advertiser might pass the town en- 
tirely unless he was sure of reach- 
ing a very considerable number of 
people. The manager said that 
did not matter at all, because with 
the present facilities he could only 
print an eight-page paper, six col- 
umns to the page, and that 32 of 
those columns were almost invari- 
ably filled with advertising, of 
course mostly local. It would be 
impossible to increase the size of 
the paper, because it is hand set and 
printed on a fiat bed press. He 
said further that it was the inten- 
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tion of the stockholders, who are 
a number of leading business men 
of Torrington, to erect a new build- 
ing and install a new plant in the 
near future. When this is done. he 
would like to make a statement of 
the number of copies printed each 
day, as the paper will then be en- 
larged and will require general ad- 
vertising to fill its columns. 

After asking a great many ques- 
tions, the statement was made that 
the circulation of the Torrington 
Register is 2,250 copies each issue, 
This was modified upon examina- 
tion of a circulation record, which 
is evidently kept for office use only, 
to 2,100. The paper is given an 
“I” rating in the American News- 
paper Directory, which is as high 
as it is entitled to: it means ex- 
ceeding 1,000 copies. The next 
higher rating would be “H,” mean- 
ing exceeding 2,250 copies, and the 
paper does not claim to issue so 
many. 

Torrington people think very 
well of their local paper. Everybody 
with whom I talked claimed to be 
a subscriber. 

A newsdealer said he sold 135 
each night. which is nearly a hun- 
dred more than he sells of any 
other paper. 

As usual in Connecticut towns, 
the New York American and Jour- 
nal has the largest sale of any out- 
side paper. The New York papers 
reach Torrington about nine o’clock 
in the morning and at 4.26 and 7.28 
for the evening editions. Next to 
the American the other New York 
papers rank in the following or- 
der: World, Press, Tribune, Sun, 
Times, Yerald. 

Quite a number of Waterbury 
papers are sold in Torrington, but 
nowhere near as many as those 
from New York. I found one 
newsdea'er who sold an average of 
twenty Waterbury Republicans in 
the morning and thirty-five Water- 
bury Americans in the evening. 


WINSTED, CONN. 

The last census credited Winsted 
with 6,804 population. The town 
is growing, and local estimates give 
it credit for 10,000 people at the 
present time. 

The day of my visit fell on one 
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of the many election days Con- 
necticut enjoys at this season. 
There was so much discussion as 
to whether Hearst delegates would 
win in that important section that 
it was difficult to get an answer to 
any other question. 

A man in the office of the Win- 
sted Citizen said he could give no 
information in regard to circulation 
except that a statement had been 
sent to the American Newspaper 
Directory upon order of Publisher 
Stevens. Mr. Stevens was very 
busy with politics that day and 
would not be in the office until 
quite late in the afternoon, and I 
was told that nobody else had au- 
thority to quote figures. The state- 
ment made to the Directory shows 
an average issue of 1,873 copies 
daily for the year 1903. I know no 
reason for doubting its accuracy. 

A clerk in a drug store said he 
had not lived long in Winsted and 
did not-know much about it, but he 
did not think the local paper 
amounted to much and that the 
town was so slow that advertising 
would not bring results for a good 
many years after it was inserted. 
I asked if he was making sales of 
St. Jacob’s Oil on advertising done 
twenty years ago, and he laughed 
and said there was about as much 
call for that as any other patent 
medicine. 

Two local newsdealers said the 
sales of the Citizen were very good, 
that almost every family in the 
town takes it either from the pub- 
lisher or the newsdealer. 

The average sales in the local 
news stores seemed to place the 
Winsted circulation of the New 
York papers in the following or- 
der: Journal, World, Sun, Tribune, 
Herald, Times and Press. 

I saw no Waterbury papers, but 
the Hartford Courant was promi- 
nently displayed, and I was told 
that the Hartford Times is also 

Sold in fairly large numbers. 


NEW LONDON, CONN. 

A report of the results of an in- 
vestigation in New London is a 
much more simple matter than the 
Investigation itself. The testimony 
is all in one direction. Everybody 
with whom I talked praised the 
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Day, both for news and advertising 
value. About every store of any 
importance in the city advertises 
liberally in the Day and to a more 
moderate extent in the Telegraph. 
This is probably more on account 
of a combination rate existing be- 
tween the two papers than because 
they really value the Telegraph. 
Both papers are owned by the Day 
Publishing Company. The Tele- 
graph is a morning and the Day 
an evening paper. 

The city circulation of the Day 
is a few hundred copies more than 
3,000. Its publisher makes a de- 
tailed statement showing 5,613 as 
the actual average number of 
copies printed and circulated daily 
during 1903, and, so far as I can 
learn, nobody dowbts the figures. 

At the office of the Day I in- 
quired for the publisher, but was 
told he was out of town. When I 
stated why I was there the circula- 
tion man came forward and said 
that he was under instruction to 
give me every facility for investiga- 
tion and that nothing should be 
kept back. 

My first question was: “How is 
it possible for the Day to have a 
circulation of 5,613 in a city of less 
than 18,000 population?” The reply 
was that beside the population of 
New London, Niantic, Lyme, Clin- 
ton, Mystic, Poquenoc, Brewton, 
Stonington, Montville, Quaker 
Hill, Fisher's Island and several 
smaller places brought the total 
population covered up to nearly 
35.000. I then asked if I could be 
furnished with a statement of the 
number of papers sold in each of 
those towns. This was all ready 
for me, and ran all the way from 
10 to $00 papers in a town. I then 
said that I had been informed that 
the New York Journal sold more 
papers in New London than the 
Day, and_asked if this was so. He 
said very likely as many New York 
Journals were sent into New Lon- 
don as the Day sold in the latter 
city, but he did not know how 
many might be sent back to New 
York. He added that there could 
be no doubt that the Journal sold 
more papers in New London than 
any other outside publication. 

When it came to asking questions 
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about the Telegraph, there was a 
considerable change of attitude. 
The circulation man said the Tele- 
graph prints about 4,000 daily. 
When pinned down to a specific 
number he was unable to answer, 
and showed a disposition to avoid 
the subject. The American News- 
paper Directory for 1904 gives it a 
“yH” rating followed by two black 
spheres (@@), all of which are 
explained to mean as follows: 

AY rating signifies that no recent circula- 
tion statement has been furnished from the of- 
fice of the paper, and a consequent probability 
that the last circulation rating accorded to it may 
be higher than a new statement would warrant. 

An H rating means that the pa- 
per is thought to print more than 
2,250 copies. The two. black 
spheres indicate that 
a fh a yi as me ag espa 
than was accorded in this book, but suc 
definite information as would warrant a higher 
rating than is now given has not been obtained. 

The Telegraph belongs to the 
people who issue the Day—is pub- 
lished from the same office; the 
Day furnishes the Directory with 
such information as permits its cir- 
culation to be plainly and definitely 
stated in Arabic figures; the Tele- 
graph does not. I came away with 
the impression that the Telegraph 
may possibly be printing in the 
neighborhood of 1,500 copies daily. 

New London people do not seem 
to appreciate the morning paper, 
and the publisher of the Day will 
have to give more attention to the 
Telegraph and spend some money 
in building up its prestige in New 
London and vicinity before it will 
be particularly worthy of the atten- 
tion of a general advertiser. 

The third paper in New London 
is the Globe, which seems to suffer 
from a handicap of lack of capital. 
Considering the lack of facilities 
of its office it is remarkable that 
the paper is published daily. If the 
publishers of the Day were less 
aggressive, it is probable that the 
Globe might be the nucleus of 
dangerous competition, but that 
time seems not to have arrived. 
One person with whom [ talked 
said he read the Globe. The Direc- 
tory gives it a “JKL” rating, which 
means daily issues not exceeding 


1,000 copies. I saw nothing to 
make me think the rating -er- 
roneous. 

New London is situated so far 
from any other large city that the 
Vay, being so good a paper, is 
worthy of special consideration by 
an advertiser desiring to cover this 
section of Connecticut. 


NORWICH, CONN, 

There are two good papers in 
Norwich, Conn., the morning Bul- 
letin (established daily in 1858, 
weekly in 1796) and the Evening 
Record (established in 1888). Local 
advertisers generally use both pa- 
pers. The mechanical equipment 
of the Bulletin is far superior to 
that of the Record, and its man- 
agers seem to have more money to 
spend in pushing its business. Its 
methods in forcing circulation are 
aggressive and commendable. 
There seems to be little to choose 
between the two so far as news 
qualities are concerned. 

A number of small advertisers 
use one paper only, some favoring 
the Bulletin and others the Record. 
That kind of local evidence ap- 
peared to me to balance. 

Among the larger users of space 
a real estate and insurance agent 
said he uses the Record exclusively, 
because it brought him the best 
results; a fairly large clothing store 
uses the Record only; a leading 
shoe store uses double the space in 
the Record that it does in the Bul- 
Ietin; two furniture stores use 
double the space in the Record 
that they do in the Bulletin; two 
druggists prefer the Record, one 
advertises in both papers and the 
other in the Record only: the 
largest dry goods store favored the 
Bulletin as the best for business; 
a bank official said the Bulletin was 
by far the better paper. 

I talked with fifteen other people 
as to which they considered the 
better newspaper. Eight were in 
favor of the Bulletin and seven of 
the Record. 

It might appear from this report 
that readers and advertisers are at 
variance in regard to the two pa- 
pers, but it would be remarkable if 
advertisers got best returns from 





— Pe 


PRINTERS’ INK. 


a paper, which is least esteemed by 
its readers. 

At the office of the Evening 
lishers, who showed me a record of 
the number of copies printed dur- 
ing several months past. The 
figures stood at about 3,600. An- 
swering an inquiry as to why he 
no longer made circulation state- 
ments to the American Newspaper 
Directory, he said it was simply 
negligence. He had not realized 
the importance of it and in the 
press of other work had let it go 
undone. The last detailed state- 
ment furnished the Directory was 
in 1899, when the figures stood at 
3,383. Oy fis 

The recent circulation statements 
furnished by the morning Bulletin 
appear to have been definite and 
satisfactory. The figures for 1903 
are 4,983. The management of the 
paper spares no expense in ex- 
tending the circulation into the 


towns surrounding Norwich, and 
claims a substantial circulation in 
Putnam and Danielsonville, as well 
as the nearer places. 


The Record does not claim to 
go outside of the city to any great 
extent. 

The population of Norwich was 
17,251 at the last census, and this 
represents about all that are cover- 
ed by the circulation of the Record, 
whereas the Bulletin extends over 
a much larger territory and proba- 
bly is sold in towns aggregating 
ten or twelve thousand additional 
population. 

The Bulletin prints more copies 
at the present time, and is active 
m pushing a canvass for subscrip- 
tions in surrounding towns. The 
Record probably has more readers 
in the city of Norwich than the 
Bulletin has. The papers are so 
nearly of an equal value that the 
advertiser who will not use both 
will be justified in placing his con- 
tract with the one that will give 
him largest space in best position 
‘or least money. 


WILLIMANTIC, CONN. 
Arriving in Willimantic, I in- 
quired at the railroad station if 
there was a daily newspaper pub- 
lished there. The man addressed 
said he thought there was, but he 
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could not, tell me the name of it or 
where it was located. I asked. a 
Record I talked to one of thé pub- 
hack driver, and he said the name 
of the paper was the Chronicle, 
but he was so disappointed because 
I would not ride with him that he 
would not tell me where it was or 
what he thought of it. A more 
liberal citizen said it was only 
about two minutes’ walk away and 
volunteered the information that the 
proprietor was one of the great men 
of the section and his paper gave 
him considerable political influence. 
I thhave no doubt this is true, be- 
cause after I climbed the stairs to 
the Chronicle office I found all the 
attributes of greatness. The proprie- 
tor had not come down (it was 
then 11 o'clock), and the man in 
charge said it was too early for 
him. He spoke of him with the 
hushed tone one uses in referring 
to any pctentate. I asked who had 
charge of the business end of the 
paper, and was referred to a young 
man at a desk who looked at my 
card with suspicion and told me to 
come in again. I made several at- 
tempts to get different kinds of in- 
formation from him, but he either 
did not know or would not tell. 
The paper looks newsy and seems 
to be well patronized locally, but is 
small and probably does not give 
enough of general news to satisfy 
Willimantic people without another 
paper from a larger town. The 
Chronicle has made no circulation 
statement for the Directory since 
1898, when its smallest issue in a 
year was said to have exceeded 
2,450 copies. It at present has an 
“IT” rating, which means exceeding 
1,000 copies. 

The largest newsdealer in Willi- 
mantic says he sells more New 
York Journals than any other ;-the 
Hartford Times comes next. He 
also sells the New York World, 
Herald, Times, Sun and Tribune 
in the order mentioned. The Hart- 
ford Courant has a good sale in 
the morning, and a few copies of 
the Springfield Republican, Wor- 
cester Spy and Providence Journal 
are sold. 

The Norwich Bulletin has been 
conducting a vigorous campaign in 
an effort to get into Willimantic, 
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but seems to have met with no 
marked success, as no one but the 
newsdealers appears to have been 
aware of the effort. 


NEW BRITAIN, CONN. 

For several years I have asso- 
ciated the name of New Britain 
with the Evening Record, and on 
going to New Britain expected to 
find the Record the principal paper. 
It appears I was mistaken or that 
the Record has a reputation to 
which it is not entitled. 

The leading advertisers use both 
the Record and the Herald, and are 
unwilling to commit themselves as 
to which is the better paper, but the 
people on the street were not so 
reticent. Eighteen people were in- 
terviewed, and twelve of them pre- 
ferred the Herald to the Record. 

When I went into the office of 
the Herald there was not a soul in 
sight, yet it was a very business- 
like-appearing place and the im- 
pression was favorable. After a 


moment or two a man appeared, 


who listened to the statement of 
the purpose of my visit and then 
rushed to the door and locked it. 
His intention was less alarming 
than it appeared, because he simply 
wanted to show me over the plant 
and had no one to leave in charge. 
The mechanical equipment of the 
Herald is first class. Three lino- 
types are in use; the paper is print- 
ed from stereotyped plates on the 
latest type of a perfecting press. 
I asked the man why, with such an 
equipment and such apparent pros- 
perity, he was unwilling to make a 
statement of his circulation to the 
American Newspaper Directory. 
His answer showed that he had 
supposed a great deal of figuring 
was necessary in preparing a state- 
ment and that such a statement 
would show the number of copies 
sold rather than the number of 
copies printed. When it was made 
clear to him that what the Direc- 
tory requires is to know the num- 
ber of complete and perfect copies 
printed for each day of a full year, 
he asked for a circulation blank 
and said that he would fill it out 
and send it in at once. 

The Herald carries the advertis- 
ing of about every store of any 


consequence in New Britain, as 
well as that of the Hartford depart- 
ment stores. The local stores are 
not very large as compared with 
the size of the city. Clothing and 
installment houses make the best 
appearance, which would seem to 
indicate that the men readers of a 
New Britain paper were the ones 
most appealed to by local adver- 
tisers. 

At the office of the Record I was 
not invited to inspect the plant. 
Perhaps that was because it is not 
as modern as the Herald’s. The 
proprietor of the paper, who is also 
the business manager and editor, 
expressed a very poor opinion of 
all advertising agents and directory 
publishers. He says they are all 
slick rogues, and make a living by 
shaving both the customer and the 
newspaper. He said the only time 
he was ever able to secure a satis- 
factory rating in the American 
Newspaper Directory was when he 
sent an advertisement of his paper. 
I had a copy of the book with me, 
which enabled me to show him that 
the Record has never furnished a 
satisfactory circulation report and 
has never had a rating in plain 
figures. In spite of this the editor 
stuck to his statement that the Am- 
erican Newspaper Directory was 
corruptible and that he had actual 
proof in his own experience. A 
good deal of inquiry brought out 
the fact that this publisher is one 
of the few there are in the United 
States who print an absolutely 
fixed number of papers every day, 
year after year, with no variation 
on account of growth of communi- 
ty or news of stirring events. He 
says his pressman has orders to, 
print 4,000 copies each and every 
day; and that sometimes they are 
all sold and at other times a few 
are left over. 

It also appeared that the trading 
stamp companies occasionally insert 
large advertisements and buy a 
thousand papers at a time for free 
distribution. These the honest and 
conscientious publisher refuses to 
consider as circulation. 

In New Britain there are said to 
be nearly 30,000 people. The 
Herald prints 3.600 copies daily. 
It is. rated “H” in the Directory, 
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means exceeding 2,250 
A “G” rating would mean 
exceeding 4,000, and this the 
Herald does not claim. The 
Record claims 4,000 daily. They 
are both evening papers. This 
would make a total of 7,600 evening 
papers in a territory restricted to 
the city itself and its 30,000 or. less 
population. If this were true it 
would be a record to be proud of 
and one that can probably not be 
duplicated in the United States. 
Unfortunately there is no chance 
in the world of its being true. The 
Directory credits the Record with 
an “I” circulation, which means 
exceeding 1.000 copies. If the pub- 
lisher would quit his romance of 
always printing 4,000—no more and 
no less—it may be he would be ab!e 
to show a regular output of as 
many as 2,250. ‘ 

On the street in New Britain the 
paper most in evidence is the New 
York.Journal. It is said that 1,500 
are sold daily. Other New York 
papers are sold in fairly large num- 
bers, but I did not see any. Al- 
though Hartford is only about ten 
miles away and connected by fre- 
quent electric trains, it is notab!e 
that there appear to be fewer 
Hartford than New York papers 
sold here. 

Some of the leading general ad- 
vertisers are using Meriden papers, 
but it is difficult to understand why 
they do. 

If one paper had to be selected 
for New Britain, the Herald should 
be that one. 


which 
copies. 


MIDDLETOWN, CONN. 

Middletown is credited with hav- 
ing a population of 9,589 at the last 
census. Local pride does not hesi- 
tate to say that more than 20,000 
people depend on Middletown 
stores for their necessities. 

There are two evening papers 
published in Middletown. One is 
the Penny Press, which claims a 
circulation of over 6,000, and the 
other is the Tribune, with a claim 
of about half as many. Neither of 
them has in recent years furnished 
the editor of the American News- 
paper Directory with statements 
that would warrant him in accord- 
ing anything more than an “I” rat- 
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ing, which means exceeding 1.000 
copies, but in 1898 the Tribune 
showed itself to be entitled to be 
credited with an average issue of 
2,370 copies. 

A streetcar conductor showed me 
to the office of the Penny Press, 
but. he could not tell me where the 
Tribune was located. 

A furniture dealer answered my 
question as to how to reach the 
leading newspaper by directing me 
to the Penny Press. A shoe dealer 
a dry goods dealer, a druggist and 
four citizens all answered in the 
same way. 

I was unable to get definite in- 
formation as to where the Tribune 
office was located, and only one 
person with whom I talked ever 
read that paper. 

The people at the Penny Press 
office took my call very seriously. 
There was a long delay while some 
person in authority was looked up 
and made aware of my presence. 
When he came he brought the facts 
with him—an affidavit of circula- 
tion in proper legal form. I was 
not sufficiently impressed to re- 
member the figure, except that it 
was over 6,000. 

In a local news store I was told 
that more copies of the Penny 
Press were sold than any other. 
Next came the Hartford Times, 
then the New York Journal, then 
the rest of the field was divided 
about evenly between the World, 
Herald, Times and Tribune. 

Local advertisers use the Penny 
Press in a moderate way, but much 
more than they do the Tribune. If 
an advertiser would reach the peo- 
ple of Middletown by appealing to 
them through the columns of a 
single paper, he should use the 
Penny Press. Both papers are sold 
for one cent a copy. 


CEDAR RAPIDS, IOWA. 

Cedar Rapids was credited with 
25,656 population at the last census. 
It is 220 miles west of Chicago. 
Three daily newspapers are pub- 
lished here. They are the Gazette, 
the Republican and the Times, the 
last named being regarded as an 
evening edition of the Republican. 
Rowell’s American Newspaper Di- 
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rectory for 1904 credits the Repub- 
lican with a daily average issue in 
1903 of 6,578 copies. The Times, 
according to the Directory, does 
not issue regularly so many as 1,000 
copies. The circulation of the Ga- 
sette is also rated as nominal, the 
Directory having evidently been 
led into error by the indifference 
ofthe Gazette to advertising pa- 
tronage from outside sources and 
a consequent disinclination to giv- 
ing information upon which a cor- 
rect circulation rating might be 
based. 

The Gazette is an evening paper, 
published by the Gazette Company; 
the Republican is a morning paper, 
the only one, and is published by 
the Republican Printing Company ; 
the Times is an evening paper, pub- 
lished, according to its sub-heading, 
by the Times Company. The Re- 
publican Printing Company and the 
Times Company are one. The Ga- 
zette Company is composed of C. 
L. Miller and F. W. Faulkes. The 


publishers of the Republican and 


the Times are office holders. One 
is a United States District Attor- 
ney, one a Postmaster, one a Lec- 
turer on Journalism in the State 
University, and the fourth has a 
temporary appointment in the 
United States Mint at Philadelphia. 

The principal newsdealer  in- 
formed me that there were three 
newspapers in Cedar Rapids, and 
all were sold on the newsstands, 
although he had just resumed 
handling the Times through the 
solicitations of a new circulation 
manager. He had no call for the 
Times and had quit carrying it 
because there was no return privi- 
lege allowed, which was true of 
the other papers also. He stated 
that the Gazette sales exceeded 
those of the Republican, A large 
number of Chicago papers were 
upon the counters, which were sttp- 
plied through a wholesale dealer 
to the various smaller dealers. 

The wholesaler asserts that about 
2,000 Chicago papers are brought 
into Cedar Rapids every morning 
at. 7.35 o’clock. These papers are 
the last mail editions from Chicago 
and contain about as late news as 
the local morning paper. This 
might interfere somewhat with the 
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sale of the local morning daily, the 
Chicago papers selling for two 
cents and the Republican holding 
to the old-time five-cent price, 
Asked about the returns made of 
the unsold Chicago papers, he 
stated that he did not think one- 
fourth of them were returned. He 
said the Tribune led all the rest, 
although at some stands the Rec- 
ord-Herald led. At the hotels three 
Tribunes were sold to two Record- 
Heralds and one Inter-Ocean and 
one Chronicle. - Nearly 5,000 Chi- 
cago Sunday papers are sold here. 

I asked about dailics in Cedar 
Rapids, and he stated there were 
three. He thought the Gazette 
the best—yes, it was by far the 
best. The circulation, too, was the 
largest, particularly the city cir- 
culation. The circulation of the 
Republican he thought was of 
pretty good size, but a large pro- 
portion of it was outside and away 
from the city. The Gazette’s cir- 
culation claim, according to him, 
was about 4,000, and he thought 
that was not too much. The Even- 
ing Times, he said, amounted to 
little. He also retails, but handles 
neither Republican nor Times— 
ge‘s them, though, if asked for by 
customers. 

At Denecke’s, the leading dry 
goods store, and the heaviest ad- 
vertiser in the city, I asked a male 
clerk how many papers there were 
in Cedar Rapids. “Two,” was the 
reply. “Which is the best?” “The 
Gazette—from an advertising stand- 
point. The Republican is a very 
good paper, too.” “Isn’t there a 
paper called the Times?” “Well, 
yes; but that is an evening edition 
of the Republican.” 

The proprietor and advertising 
manager of another dry goods and 
notions establishment said the town 
had two dailies, both good ones— 
Morning Republican and Evening 
Gazette. “Do you use both?” 
“No, but I suppose I ought to.” He 
said he was using the Gazette only; 
had used the Republican. Said the 
Gazette was the best for his. pur- 
poses. The Republican circulation 
was good outside, but not so good 
at home. 

Ludy & Taylor advertise in both 
the Gazette and the Republican. It 
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is their opinion that the Gazeite is any of them calling the Times. 
the best paper. Asked which paper This same boy was asked if he sold 
brought them the greater returns as many Republicans in the morn- 
for the money, the advertising man ing as he did Gazettes in the even- 
said he thought the Gazette did, ing, and he replied: “Yes, more.” 

but had no definite way of telling. —_A carrier for the Republican said 

The Fair is the only real depart- that he. delivered about fifty-five 
ment store in the city, and is said papers; that many of the boys de- 
to cater principally to the wage- Jivered many more, and that there 
earner and the bargain-hunter. were seventeen or more carriers. 
This store employs eighty-five peor All those carriers were employed 
ple. I asked the advertising man- to deliver the Times in the even- 
ager how many daily papers there ing. 
sat th ey py ~ - — ee Walking along three blocks ina 
ne _ ot > es te gh ge so fairly prosperous-looking part of 
papers, I couldn’t get him to ex- ae wt Be ne vheeae bee 
press a preference. Said he used poyes 
them all and all brought good re- ¢ ” : 
turns. I was told later, however, PER the page hac a 
by one in a position to know, that a ~-! Seals‘ gapers.” ‘Some of tle 
he uses only one, the Gazette, and set reads P A oky shirty-doke:i2it 
has a large “ad” in there every day, )-7%—+ > Rate 
using the other papers only occa- them in all, he said—carried “as 
sionally. many as 130 papers. 

A young man behind the desk at a preg ier Me ae ot 
Delavan, said to be the best hotel, S#0WS that the Gazette is cal eter 
directed me to the Gazette office than ia sere Mes ebtic ly = 
when I asked the way to the office 1 Make-up. jc Repwoweey es 
of the leading paper. The girl at the pes i spr Saale, - wn 
the cigar stand, between apple-bites, S4™M€ olnce. e Gazette recently 
said she sold quite a number of installed a new press and is now 
Republicans, but no Gazettes. ar ania Lagi hed = twelve 

The policeman at the union de- Of ~aturday. oo re 
pot said the Gazette was the lead- have it pages var’ except Sun- 
ing paper. He said there were only ay , Mf en the Rep m oad aged rh 
two papers, and named three of 2 tWe've-Page paper, wiici Is de- 
them, but explained that the third livered also to all subscribers to 
was published by une of the others the Times. Matter is lifted from 

At the public library I was told One paper to the ng fi ‘ 
that there were three dailies; that The Gazette retails at five cents 
the Republican and Gazette were 27d the Times at ate pre 
equally good, and the copies in the ™Orning paper 1s so d for five. The 
reading files were well worn when ag i 5 Bod be ean or year 
it came time to -remove them. '5 the same for each paper. 

“What about the Times?” I asked. The Gazette does not accept 
“Well, that is a new paper and not patent medicine advertisements at 
read very much.” a OF 

At Sinclair’s, a fine retail meat gi hice is ere Me tog 
market, four of the meat cutters “@publican alone. 
were asked what papers they took. alone or for both, a large reduc- 
Two said the Gazette, one said tion being granted when both are 
none, and the other said he took to be used. I did not inquire of 
both the Republican and the Ga- the publishers of the Republican 
zette, and the Times as to patent medi- 

A newsboy, with a bunch of Ga- cine advertising; the papers spoke 
zettes under his arm, was asked for themselves in that respect. 
if he had an Evening Times. No, _ Both papers have a very large 

field for outside circulation, and 


but he could get me one. He said ) 1de 
he did not handle them. and I the train service is excellent for 


could not recall that I had heard the purpose, fifteen trains leaving 
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between 3 and 8 a. m. and eleven 
between 3 and 7 p. m. 

‘he conclusion arrived at is that 
the Gazette is a paper of an un- 
usually high class and is read by 
almost everybody in the city; that 
the Republican is more pushing for 
circulation in the surrounding 
country and probably prints fifty 
per cent more papers than the Ga- 
sette does; and finally that the 
Times is not at present of any 
earthly account for the general ad- 
vertiser. 


NORFOLK, VIRGINIA. 

In population Norfolk is the sec- 
ond city in Virginia. The last cen- 
sus sets the figure at 46,624. It 
issues four daily papers: the Land- 
mark and Virginian Pilot, morn- 
ing; Dispatch and Public Ledger, 
evening. 

The boys at the wharf told me 
they sold more Virginian Pilots. 
They speak the name out in full and 
seem to know nothing of the curi- 
ous, impressive newsboy calls of 
other cities. 

Along Main street the boys told 
the same story. A newsdealer 
echoed it. The Virginian Pilot led 
in. sales—“not so very much, but 
some; about ten to the Land- 
mark’s seven.” 

“What’s the trouble with the 
Landmark?” I asked. I was think- 
ing of many good things I had 
heard of this paper’s high standing 
in the Old Dominion. It was 
founded by James Barron Hope in 


77: 

“Well,” drawled the newsdealer, 
“it’s mighty conservative.” : 

That’s the word many used in 


speaking of this paper. When 
pressed for a synonym a few ven- 
tured “not up-to-date,” “not pro- 
gressive,” and one affirmed—“it’s 
slow.” Their criticism is directed 
against the form of news heads 
more than any other point. The 
Virginian Pilot makes more dis- 
play, its telegraph news is very 
well handled, and it uses illustra- 
tions. Only one man attacked the 
Landmark’s editorial page. He is 
a young business man and com- 
plained that the paper did “not take 
a decided stand on any question.” 

Three business men in turn 
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spoke for the Virginian Pilot. “It’s 
a hustler,” was the sentiment they 
voiced. The first hotel clerk ap- 
proached told me nothing new, 
Both papers sold well, he thought, 
“Yes, the Virginian Pilot led,” he 
reckoned. They were excellent pa- 
pers, he believed. 

It was not until I came to the 
clerk of another hotel—the largest 
one—that the other side spoke up. 
This clerk was a positive young 
man. The Landmark led “far and 
away,” not only in class of cir- 
culation, but in numbers sold. The 
other paper was “yellow.” “All the 
best people read the Landmark,” 
The clerk was rather too ardent, 
but it was interesting to hear the 
other side. 

So I went over to the newsstand, 
a few steps away, and asked the 
boy about sales. It was the old 
story—the Virginian Pilot led. 
“We get forty Virginian Pilots and 
twenty Landmarks,” said the boy. 

The evening papers stand in the 
same relation toward each other as 
that found in the case of the morn- 
ing papers. The Dispatch is the 
hustler, and carries a deal of heavy 
type; the Ledger is conservative. 
Only the one hotel clerk said the 
Landmark and the Ledger led. 

A bank cashier spoke up for the 
“conservative” papers. He thought 
the better class read them. Didn't 
know about sales—didn’t advertise. 
Thought the Virginian Pilot and 
the Dispatch too sensational. An- 
other cashier spoke the opposite 
side. Neither seemed to have given 
the relative value of the papers as 
ad mediums any thought. 

The leading advertisers of Nor- 
folk seem to have placed their ad- 
vertisements as a matter of duty— 
they have no fixed opinion of the 
relative circulation. A few like the 
Landmark; most of them speak for 
the Virginian Pilot as a progressive 
paper. The Ledger has fallen away 
behind the Dispatch in advertising 
and there can be little question 
that it is behind—well behind—in 
circulation. 

An elderly man met me at the 
office of the Public Ledger. I 
asked for the advertisement rate 
card. They have none. I asked 
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about rates by the inch, display. 
He said they ran about 20 to 25 
cents an inch. He seemed rather 
nervous. I asked him no questions 
about his circulation, being sure 
from his answers in regard to rates 
that he could tell me very little. 
The office is not a prepossessing 
one. 

At the office of the Virginian 
Pilot Mr. Turner, the manager, 
talked about his paper and the 
others. He is sure that the Vir- 
ginian Pilot leads by several thou- 
sands. The paper claims and 
proves more than 10,000. Its cir- 
culation statements have been given 
to the American Newspaper Direc- 
tory with great regularity for the 
past seven years. . Its average issue 
in 1903 is shown by the publisher’s 
statement to have been 10,452 
copies. The Landmark has not 
thrown open its books. 

The business manager of the 
Landmark, Mr. Murray, does not 
believe’ in the circulation tests of 
the Directory people. He contends 
that he has a better circulation, 


both in number and in class, than 


the Virginian Pilot. He pointed 
out the long record of success his 
paper has enjoyed. It is tastefully 
fitted up in new offices with an ex- 
cellent equipment of press, ma- 
chines, etc. Mr. Murray impressed 
me, though he lays too much stress 
on the fact that his paper has kept 
on “doing business” for a longer 
time without reverses than any 
other in Norfolk. His paper is not 
“slow” and the editorial page 
strikes one as exceptionally clever. 

But for circulation one must take 
the story of the street, the stands, 
and the business men. The Vir- 
ginian Pilot seems to lead. The 
paper’s workers have planned to 
extend this lead widely by an ac- 
tive campaign and notable improve- 
ments in the paper. To quote the 
rate card of the Dispatch: “Nor- 
folk is the center of a city popula- 
tion of 125,000.” A glance at the 
map will show the value of the 
city’s position. 

While assured that the Virginian 
Pilot—which is certainly not yel- 
low, by the way—leads the Norfolk 
papers, I would not place the 
Landmark more than 4,000 behind 
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it. The Landmark recently em- 
ployed a “book scheme” and made 


“a considerable gain. 


Rowell’s Directory has not been 
able to secure a satisfactory cir- 
culation statement from the office 
of the Landmark since 1894, when 
the publisher claimed~ that his 
smallest edition issued in the year 
was 4,128 copies. The 1904 Direc- 
tory gives the paper a “G” rating, 
which is explained to mean ex- 
ceeding 4,000 copies. It is possible 
that a detailed statement might 
show the paper entitled to an “F” 
rating, which would mean exceed- 
ing 7,500 copies. 

The Dispatch makes big claims 
and has a good street sale. It 
has nearly doubled its adver- 
tising rate within a year’s time— 
but it holds old patrons at the 
old rates. The paper comes nearer 
to being “yellow” than any other in 
Virginia, I think. The streetcar 
conductors I spoke to about papers 
spoke of both the Dispatch and the 
Ledger. These are sometimes left 
in the cars, though less often than 
in Northern cities. The Ledger 
must certainly be placed last on 
the list. 

There is a Unionist published 
weekly in Norfolk, which secures 
good advertising patronage. 

The New York papers have very 
small sales in Norfolk. 

The Directory accords the Dis- 
patch an average issue of 7,482 
copies in 1903, based on a publish- 
er’s statement. In its announce- 
ment in Printers’ INK’s Roll of 
Honor the Dispatch shows its daily 
average for March, 1904, to have 
been 9,241 copies; in February it 
was 8,448. The Ledger gets an 
“H” rating, which is explained to 
mean exceeding 2,250 copies. The 
Unionist never conveys to the Di- 
rectory any information about its 
circulation. It is given an “I” 
rating for the year 1903, which is 
explained to mean exceeding 1,000 
copies. 

By the information gleaned on 
the spot it would appear that the 
Virginian Pilot has a handsome 
lead in circulation; the Dispatch 
comes second; while the Land- 
mark has a strong hold on the con- 
servative portion of the community 
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and is the sort of paper to which ADVERTISING IN THE SOUTH, 
the Directory is justified in accord-. __ Cu'artorte, N. C., April 21, 1904, 
ing the so-called gold marks (@@), Editor of Printers’ Inx:; 
which are explained as follows: The man who has an article 
(@@) Advertisers value this paper more °f advertising, if he lives in the North, 
for the class and quality of its circulation than directs his attention first, and many 
for the mere number of copies printed. Among times always, to the oper cities; he 
the old chemists gold was symbolically repre- Overlooks the greatest field for results, 


worthy 


sented by the sign @.—Wedbster’s Dictionary. and big results—the cotton growing and 


the cotton manufacturing sections of the 
South. While there are certain sections 


~~ oe 
THE KEYED-AD SYSTEM. 
of the South devoted entirely to truck 


ScIENTIFIC AMERICAN. 
Munn & Co., 
361 Broadway, 
New York, April 21, 1904. 


raising, which can only be of value to 
an advertiser at certain seasons, there is 
the cotton belt, a section of the South 
where the cotton goods manufacturing 


Editor of Printers’ Ink: industry is in vogue. It is one continual 
I have read the letter of inquiry from round of progress—one season is as good 
Young’s Magazine and Mr. Balmer’s as another. The cotton mills are run 
reply. I do not entirely agree with day and night year in and year out, fur- 
Mr. Balmer. The net result in replies nishing work to thousands of intelligent 
may be the same, but the advertiser men and women. The operatives of cot- 
loses an opportunity of finding out the ton mills are of the higher type of la 
real value of the medium. He may borers. They must be intelligent, reli- 
thus be induced to “try it again” in a able and trustworthy. The quality and 
ublication which, had the proper key texture of goods made in the Southern 
mn used and the results tabulated, he cotton mills depend a great deal upon 
would never have used again and there- the skill of the operator in charge of the 
by saved his money. looms and the machinery required for 
Furthermore, the publication accepted producing cotton goods, whether it be 
the advertiser’s money and his condi- yarns or fabrics. These operatives live 
tions as to the proper key to use, and in an enlightened community, where 
if these instructions were not carried there are good schools, all denominations 
out it shows carelessness on the part of churches, and where the surroundings 
of the publisher and a failure to keep are the best. 
his part of the contract; all of which Charlotte, North Carolina, is the hub, 
entitles the advertiser to a rebate of the center of the cotton goods manu- 
some kind. I am not throwing stones, facturing industry of the South. Within 
for I live in a “glass house,” and the a radius of a hundred miles of Charlotte 
roof is full of holes; but each time I there are hundreds of cotton mills now 
merely call in a glazier and pay the in operation, employing thousands of 
bill. hands. There is no doubt but that re 


It is to be presumed that an adver- 
tiser who changes his key keeps careful 
records, which are valuable assets, if 
well compiled, and no publication has 
the right through carelessness to render 
valueless the records for which an ad- 
vertiser pays his good money. I hold 
that some compensation should be made 
to an advertiser whose requests are 
ignored or neglected. The only ques- 
tion, to my mind, is the amount and 
style of compensation that is due, and 
this can usually be left to a discerning 
advertising manager who values the 
patronage he has gone to such pains to 
create. Very truly vours, 

Enrique C. pE VILLAVERDE. 
————<+oo—————__ 


BANK COMPETITION MEANS 
EITHER ADVERTISING OR 
THE RECEIVER. 

The bank which continues the non- 
advertising policy in a competitive field 
will not long require a diminishing glass 
to bring its surplus figures into view at 
a single cursory glance. ‘Keeping 
everlastlingly at it brings success,” says 
one authority. Advertising was the 
matter under discussion. Hammering 
away everlastingly at an old fogy meth- 
od does not bring success. It brings 
the receiver. Really a bank is better 
off in the hands of a yp 0—e re- 
ceiver than in possession of officers who 
sat idly in dignified leisure while more 
aggressive men picked up all the new 

accounts.—Chicago Banker. 


gee products of various kinds could 
e advertised through the newspapers to 
best advantage, as there are a number of 
good papers, with large — circulations, 
available. It is the mewspaper that 
reaches the intelligent mill operatives. 
Advertisers, direct your attention to the 
cotton belt of the South and results will 
undoubtedly be forthcoming. It is a 
field worth cultivating and worthy of 
more than a passing notice. 
Georce B. Crater. 


>> 


HE SHALL BE MADE GLAD. 
Kineston, N. Y., April 21, 1904. 
Editor of Printers’ INK: 


We note what is said in PrinTErs’ 
Ink regarding investigations of cit- 
culations of daily newspapers. We shall 
be very glad to have your representative 
come to Kingston, e offer the sug: 
gestion that you devise some symbol 
indicative that the paper using same 
has submitted to such examination. It 
seems to us that this would make it 
more worth while to advertise in your 
Roll of Honor. Very truly yours, 

Tue KinGston FREEMAN, 
Jay E. Krocx. 


An elegant booklet describing | the 
well-known Tobey hand-made _ furniture 
(Chicago) gives examples in fine tooled 
half-tone effects and enters into details 
of construction in a way that demon- 
strates solidity and lasting quality. 
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ENGLISH ADVERTISING OF THE demand were large enough the papers 
FUTURE. would fod peices rng while to —e: 

the course of a long ‘manifesto con- Come this difficulty by increasing their 

Bac ham The Daily Paper which appeared dimensions, but would the i ic ap- 

in the London Review of Reviews for Prove of such an increase?—~Advertising 

December, Mr. W. T. Stead had the World, London. 

following to say on the subject of adver- = Concentration does not mean straining 
: “The et re every nerve and muscle toward work— 

pore ™ os “tinaailing. F doubt, meang droppin everything that inter- 

but the majority of our advertisers still **®— eshte's ont Jy: 

seem to imagine that there is nothing Classified Advertisements. 

more likely to. sell their goods than by iiaal er ye . 

displaying their noble names in large Advert Vee pre ge hie head two ines on more 





itals across a page, and to keep up handed ta one week in advanee. 
day after dy the same block advertise- wile 
ment, regardless of the fact that it has . 


long ceased, from the very monotony of ORE than 225,000 copies of the morning edi- 
‘ i tion of the World are sold in Greater New 
its appearance, to attract excitement Or Yo.) everyday, Beats any two other say 


to provoke remark. The great ideal of weerke— ao Pi 
the advertisement of the future is that estan, ont - aT pt a estres post Sion eae 


it should be as interesting as any other jarze advertiser or agency. “MACK,” eare P, I, 
part of the paper. The principle of the npr i eo oe oll tablead 
write-up, or a description of the really ph ee ree Pa Bplay ts areata 
interesting features of articles that are State price. “STUDENT,” Box 88, Newark, N. J. 


advertised or establishments that wish FPERNALD’S NEWSPAPERMEN’S FXCHANGE. 

to attract customers to their doors, is established 1898, represents competent work- 

beginning to gain recognition amongst ers in all departments. Send for booklet. 368 

us, and its development and extension Main 8t., Springfield, Mass. 

will be one of the duties of the adver- ADVERTISING SOLICITORS wanted Active, 
i F; b Good commissi 


tising department of The Daily Paper. ht, business getters. co! ion. 
wie are yet within a = Sister Dene we” ie. Sra, 
rise of a department store in London a 

whose manager is enterprising enough ATED How gual erier: qpaciaiiies to han- 
to emulate Mr: Wanamaker, who pub- JACUS & GENOR SUPPLY ©O., 

lishes day by day what he calls an edi- 9 Zittle St., Buffalo, N. Y. 

torial page devoted to chronicling the ANTED—Position as business manager or 
news of the store, what goods have ar- advertising r ona live daily. Per- 


rived, what specialties are on sale, and, sonal ti : md 
in short, all the happenings jin a great ‘DRESS WANTED tease, potion he > 
; ich i 3 4 ry 0 le fifteen to 
tsheveat, which is a world in iteett P party etn BT gg oF eres Fond 
he first big house which did adopt this second-hand proposition on standard make in 
ee ree vate be hat ig Al condition. Address “C. C.C.,” care this paper. 
lay y, and the others wo e ANUF eT 
— led to eo suit. But for that “Kindly” send "samples or ck enon 
and for many other things we may yet of merit, with rices, toa good 
walt Tor @ tine” . doi feld. CROSS & CO.. Box 7, Bouth’ Hampton, 
eerey recent Selon " ace a ae iin 
point to the fact that we shall not have case oF 
such a long time to wait.before the large melltbocn nd tan Tee ie eeent sf Ranseed 
retail houses become regular and ex- yea", and a package containing ten can 
tensive users of space in the daily pa- bought atany drug store for five cents. 
per. The trend in that direction is HE attention of ambitious advertisement 
plainly to be = in the extraordinary s ves SS —s bad noe 
increase noticeable in this direction Under ing “ Adveitisemen' i. wm) 
stich, hes Wien eet Gating Pi Te or the proparetion of six advertisement" 
just closed. uite a number of houses ——m 
who, hitherto, have had just a few lines RACCEED pee PR | ete 
undisplayed have lately indulged in large advertising de’ ent on medi of known 
— " a ce fr ith analysis- anen not shadow. “CON. 
greater frequency. hole pages from 1 . 
retail firms are leo becoming more fre- STRUCTIVE,” Box 906, Springfield, Macs. 
ean. youre MAN, 27 years egg education, 
at we shall ever have an establish: yang ose oCtne ia , one 
p M “ lence on inside of, and n with, 
ment running a page in the leading largest Chicago agency. wishes to solicit’ for 
odical, prefe: 


dailies every day is regarded by many = rr rw with Ob je aepegeente- 








experts as being very doubtful. A lead- abe ie o) 
ing American advertising agent told us $1,800 42 ees © eo 
ment secures 


some time ago that he did not think capad ertising,, mati 
London was adapted to the establishment ¢ ree a Mn sm of merit. ‘propo. 
of a huge general store on the lines of atom a0 goreeoneere Gam boontion,busStaate 
| alld Wanamaker ia New York and pd oy nap ieish' ems tok 
‘cooper in icago; and Mr. CORREO! 

Wanamaker has been reported to have gin resale — Nigscag 
expressed a similar opinion. It must fgg th eg tt Sell gird inne _ 
be borne in mind, too, that the dally tire plant new. Owner, not a print, needs partner 
press of London, as at present consti- take c composing room. Not question of 
tated, das not the space to accommodate peter 66 Fee put up 8000 a fe Sd 

ne store with a page advertise- Y investi ddress 
ment every morning. ossibly if the UPARTNER.” cane Printers’ iak pet 
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aS hh bo te’ : rite’ oy Fh 
W oughly competen’ writer an er. 
Muat p firey-ciass. Give experience, references 
and —. expected. Address MARINE RE- 
VIEW, Wade Building, ( Cleveland, Ohio. 
a? MGR. Phila. house desires 
wspapers ex i in all 


catalogues 
a "Good executive, Al corre- 
ee class references. “DRANOC,” 


WHO WANTS ME 
ng manage 


B.,” care of Printers’ Ink. 


YOUNG MEN AND WOMEN 
positions fs’ ag 


reaches every week more employing advertisers 
than any other publication in the United States. 


DVERTISEMENT WRITERS. especially 

ginners, will have an anes ae ri) port 
nity to demonstrate the e 
money y by writing to us. We will tell you show 
to start a business of your own at home which 
will d *¢ more to ectabtion your reputation as an 

iter than years of ordinary experience. 
Write ite to-da: 


me WELLS & CORBIN. 
Suite B, 2219 Land Title Bidg., 
Philadelphia. 


A ARE YOU SATISFIED 
with your i pean ¢ or salary! If 
not, en ee office booklet. We have 


anag secretaries, advertisin 
men, newspaper men, salesmen, ete. 





Technic: 
clerical and executive men of all kinds. High 
grade exclusively. 

HAPGOODS (INC.), 


cerns every- 

000 F lace, another 

and —s number earn $1,500. The best 
iter in New York owes his suc- 

ithin a a My penths to my teachings. De- 


nGnORGE H. SE H. POWELL, Advertising and Busi- 
ness Expert, 82 Temple Court, New York. 


eiothing’ ad 


———_ +o 
FOUNTAIN F PENS. 


B= $1 Fountain Pen mad made. Guaranteed oe. 
pens, irid. points, hard rubber barrels, $8 
doz. Pens at higher and lower prices. 
—— — » Maker, 19 Maiden Lane, N. Y. Write 
‘or “cai 


ie Sees tanner 
CARBON PAPER. 
yg “non-blurrin 
poems free. WHITFIE fps CARBON 
PAPER WORKS, 123 Liberty 8t., New York. 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@@). 23 Broadway, New York. 





Ss 
TYPEWRITTEN 1 LETTERS. 
Wg letters indivic individually 


imen and I will quote low price, 
MARY MI ELL, 342 Townsend St., New 
wick, N. J. 


—__+o+—____ 
INSTRUCTION BY MAIL. 


UMAN NATURE TAUGHT thoroughly by 
p+ 7 or no pay. Mention P. I. and 
pet m Lessons free. SCHOOL OF UMAN 
STORE, Athens, Georgia. 


PRINTERS’ INK. 


PAPER, 


, ate BASSETT & SUTPHIN, 
45 Beekman St.. New York Ci 


white tar Phlehs sa specialty. D eh eae Perfect 


saw 28 2 tal 
RELIGIOUS MONTHLY MAGAZINES, 


Tr RECORD OF CHRIS CHRISTIAN WORK, East 
Northfie! .» is undenominational, jt 

is therefore indispensable in reinforcing a ver. 

tising in strictly church rs. Such 

ments as the 8. 8. yd eep it alive all the 

month. It is verilya home magazine in 

comets ene believe. Adve: 

there appearing in its columns are 

riihadaca condone, for the best of reanent 

only for -y o! 
Write for booklet, oPacts and Figures,” 


a 
WINDOW DRESSING. 
HOW-WINDOW INSTRUCTION! 
Full course of I 


e 
months’ trial subscription, 
Tie CINOINNATI TRADE REVIEW, Cincinnati, 


CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000(@@). 253 Broadway, New York, 


DECORATED TIN BOXES. 


HE appearance of a kage ofttimes sells it, 
= You cannot imagine how beautifully tin 
boxes can be decorated and how cheap they 
until you net our samples —s potas ons, Last 
year we made, among many other things, over 
ten million Cascaret bo i 
eline boxes and caps. Se 
minder called “ Do It Now. 


any samples ft. see. 
¥i sbaaaeh rescore COMPANY, 
erona Street, 
erect. New 
—— eae ‘maker of Tin Boxes uae = the 


Or 
INDEX CARDS. 


Lr your ould save money 0 money on your index card 

suppli mS direct from 

DARD INDEX CARD CO. 
Rittenhouse Bldg., Phila, 

Mfrs. of Index Cards exclusively. 


NEWSPAPER METALS. 


UIT grumblin; “when your metal ‘doesn’t 

. runeven.” Treat it right and it will. Our 
“Metal Lore y ge " Gos oF how to do 
it. Free for i ,ATCHFORD 
Co., Manufacturers tC) ‘tower of Si 


Metals—Stereo' . Linotype, Monot; "0 
No. Clinton So Uicase, — 
RUBBER STAMPS. 


ORTY CENTS pays for a rubber stamp fac. 
simile of your ture. Any stamp lean f 
3 inches, 10 cents a ee Aly wor naranteed. 
Ask for catalogue. PRINTING G CO. 
Belton, Tex. oes 


JOB PRINTING SPECIALTIES. 
ae Ss (only) newspaper in nb 








town the Ledgerette in 
printing “department. Every le estabii: 


ae customer for on statements. 
R. ADAMS & CO., Detroit, Mich. 
niepetiliiemptents 
BULLETIN BOARDS. 
ALL BROS., 115 Dearborn 8t., Chicago, lill., 
Builders-and Painters of Railroad Bulletin 


Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 





ADDRESSING MACHINES. 
D Ng yo wt MACHINES—No type mest 
ncil addressing 


Wallace ste 
ecard index system of dressing pb a 
largest publishers throughot thee country 
for circulars. WALLACK & CO., 20 Musray 
New York, 








ert 


2 


IS 


Friese 
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= 
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MEETINGS. 
ual meeting of the stockholders of 
rib *Kipans Chemical en ayn for the elec- 
sesirassas 2 of th Ripan nb on ec al 
tl of the 8 
= F nore ce St, New York, on Monday, 
fa, 19 toot, at t 12 2 o'clock noon. CHAS. H. THAYER, 
President. 





te 
ENGRAVING. 

RS Lesa g yg CO., St. Louis, Mo. 

on SPRATT Pho to-Engravers. DE- 
sIGNs. FOR VERTISERS AND PUBLISHERS. 


COIN CARDS, 


9 PER Less for more; any printi 
83 THE GOIN WRAPPER CO. Detroit, Mic 


1,000 * a. ree printed to b fe antes r. $8. 


IN MAILER C CO., Box fo, i Madison, lows. 


NE WSPAPER BROKER. 


UYERS and sellers of newspaper epee 
get ther to Fr mutual ad 4 
without pu pk OL: A on 
Large list o ay ey long ist of | bu 
Seat ie ot coceenan 80 ‘out B.J. KING ON, 
Michigan Newspaper Broker, Jackson, Mich. 


PRINTERS. 
RINTERS. Write CARLETON, Omaha, 
Neb., for cme lodge cut on Win 
OOKLETS, Almanacs and Catalogues. Million 
16-page for $1 per 1,000 complete. Other 


sizes in proportion. 
Proporse‘STEWART PRESS, Chicago. 


a oS is pour bes our best adverti medium; 
the best and a c it to your 


We are Printing Engineers and our 
be = age is p construct work (any quantit; 

yn Bs you—and all who receive it. 
ine malt our prices aren’t high! Some time 
we'll tell you about our Imitation Typewriter 


DOWNS PRINTING CO. (C), 
Fitehburg, Mass. 


- 





BOOKS. 


ATRNTS imAt 3 PROTEOT 1 book mailed 
ACEY, Patent and 

Trader tapers ,, Washington, D .C. 
25° ET DICTIONARY. 25c. 
“0 Need sed one Ne have it. Black leather, in- 

PON HAMILTON ¢ 60, Dept, Fi 
cord, N. H. 

Bet FOR PRINTER, Avynisne, AD- 
WRITER—“Points for Printe 40pp. 








“Most practical, compact, pa. rere bn 

ag ad. Ww PP ULOCH ER, nselt., 

yaaroia: BU , 
HALF-TONES. 


p*eract copper half-tones, 1-col.. $1 ; la 
10c. per in. THE YOUNGSTOWN ARC N 
GRAVING CO., Youngstown, Ohio. 
E would like to estimate on your halftones 
either for the newspaper or other work. 
STANDARD ENGRAVING ., 61 Ann St., New 


EWSPAPER on (LF-TONES. 
1; 4x5, $1.60. 
Delivered when aan ‘accompanies the order. 
Send for samples. 
KNOXVILLE ENGRAVING 00., Knoxville, Tenn. 
—_—_—+r———— 


PROPRIETARY REMEDIES. 


HE hey hy! SUBALES. A new t 
= ere Ly Sk for which an inhaler 
Good. this rwas. Itisa germ 
lestroye: ~+ pe nose cqanent a remedy for colds. 
—— bronchitis, oi hay pon thy an 
every disease of passages. 

than a gargle fom» oes © throat. Sold Saghing 50 


manufacturers 
cel ot Rees, Addrons TH THE RIP RIPANS CHEMICAL 
ANY, No, 10 Spruce 8t., New York. 
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HOUSE-TO-HOUSE DISTRIBUTING. 





Ng is only one agency that has an —_ 
lished reputation for a eemaie ic hou: 

house distribution of adv sing of oo Senarip- 

tions in all towns and ci Fir 

the United States. Ev ow ~ 

placed by men who are re! e, experienced and 

who e this an exc’ tantee Can give 


references from many beadion § advertisers. 


1 
er Advertising ci tributor, 
Clair St., Cleveland, O. 


HOTELS. 


Ts Letree | HOTEL TEL WILMOR, 
hile tein h Penn Square, 


poe now ow larger 

than formerly; the 

new addition 

Poking and witing” 
smo and w 

rooms and other 

conveniences. 


Just a from 
b= AL J. § Ry. 


tion. 
THE RYERSON W. JENNINGS CO. 
—— +o —__— 
PREMIUMS. 


CUNEATE PENS are alweys in demand for 

—- ums. py pene are guaranteed ‘ect 

14] Big ducement for — 
Write ANSOM, 122 Groveland Ave., 

L "sea & HEALY 'S NEW Pi NEW PREMIUM CAtaL.o9, 

contains m — instrumen 

of all xe one. includin chea; —~ 

— | ee wo of our mandolins 

le year by one for 

pre ay Waits tort PREMIUM CLERK, 

yon & Healy, 199 Wabash ive. qty 


——s goods are trade builders. Thou- 
ot saaeenve premiums suitable for 

pu .aieneed others from the seremant makers 
pl wholesale yg in elry and kindred 


lustrated catalogue, 
genes annually, 


femae now ready; 
MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y. 


8s UPPLIES. 


D. WILSON PRINTING INK CO., Lim: ited, 
e of 17 Spruce 8t., New York, sell more ma 
—- cut inks than ‘any other ink house in w e 
e. 
Special prices to cash buyers. 


. Fz non-explosive, non-burning sub- 
stitute for lye and _ gasoline. Doatne re- 
tempers and improves the suction rollers. "Tt 

will not rust metal or hurt the hands. poco 

mended by the best printers nA 

protection of maak tunes. For y ae 

manufactured by the DOXO Mh MAN’F’G CO., 
Clinton. Ta. 


ASTE users are offered an innovation in the 
dry | wend known C oe Cold-Water 
le rs, Ww 
Foon bane box per ngers, 





manufacturers, r packers w. 

use labels and all who use paste in an: —= quantity 
ane ppd realize its striki vantages. 
Packed in neat boxes, can be k for months in 


the office, with no waste. no dirt. no a 
tou sone, VS slimy Bagneny - to instant qoveryening th : r 
uch, and ready mix- 
ing with cold water. I ely by amply mis 
sample. BERNA RD-HOLMES AGENCY, 46 North 
State St., » Chicago, 11 Mm, 


ADVERTISEMENTS WANTED. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000 (OO). %3 Broadway, New York 





MISCELLANEOUS. 


E-SILVER MIRRORS. There’s MONEY in it. 

— “— - thoro . Particulars for 

4, a NGER’S PONDENCE 
aRT 'HOOL, Francesville, Ind. 


TAPE-WORMS. 
git y 4 expelled aliv alive; head A pueremtend ; 
Titboo nny let free. FIELD & CO., 182 State St., 
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WORLD'S FAIR, ST. LOUIS. 


HE ROYAL GUIDE TO ST. LOUIS, World's 
Fair, will be the best-selling article of the 
year. It’s a well-bound little book of 100 pages, 
just “erammed” full of the kind of information 
you need, whether you go or stay at home. A 
complete Directory, Map, etc.; everything every- 
bedy wants to know. Don’t miss it. Only 2% 
cents per copy, prepaid. Wholesale prices on ap- 


plication. ; 
GEORGE TOLLEY, 

190 Orange St., Newark, N. J. 
———__++—__——_ 


AGENTS WANTED. 


RS. MENDING en, Sample, 10c. 
Agents wanted. A. D.BLAIR, Elmira, N. Y. 


ADVERTISING MEDIA. 


line for cdvertising in THE 
10 Sime JUNIOR, Bethlehem, Pa. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000(@©). 253 Broadway, New York. 


RITE to us about ‘22 Business Bringers.” 
THE RELIGIOUS PRESS ASS’N, Phila., Pa. 


A®% person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


OWN TALK, Ashland, Oregon, has 
teed circulation of t 2,500 copies each issue. 
Both other Ashland pay fag tent are are rated at less than 
1,000 by the American Newspaper Directory. 


TRAVELERS can be reached 
Ee tape dey gh 


Guide. for particulars to 24 Park Place, 
N. Y., or 06 yt 8t., Chicago. 


Ca & TODAY —All about the land of 
sunshin d big opportunities; where to 
enjoy life or make ——- “~Ty in a. - 
or n U.8.; 50c. a mos.; none free. 
ALIFORNIA TODAY PUB. bo" 227 2d St., Los 
Angeles, Cal. 


A* ad in the Springview (Neb.) HERALD is read 
by 3,000 people in Keya Paha County and 
by 1,000 in seventeen other States. Rates, 5c. an 
inch on time contracts, No objectionable ads 


taken. 

100, 00 GUARANTEED circulati on, 2% 
cents a line, That’s what the 
PATHFINDER offers the advertiser every month. 
by all leading mail-order firms. If 
ou are advertising ant Se do od anew of the 
ATHFINDER, you are missi) ching good. 
Ask for sample and rates, T. RT PATHF ER, 

Washington, D.C. 


n- 


DESIGNERS AND ILLUSTRATORS. 
pan yh illustrating, jumi- 


vi @ lithogra ot art print 
ing. THE EAN DIO, 20 Bway, N. Y. 
ats entaitn 


FOR SALE. 


18, 000 Oris; cvery maine reliable, $200. 
WARD MORTON, Gal gary, Canada, 


BrORE, Savehering a a coors, Zeb job 
esses, r cu’ rial 
ly send for pros list. "RICHARD 1 PRESTON, 
167L Oliver St., 


42X6 POTTER TWO-REV,; will print 4 
tor book, 9 4,3 a7 or &col. A rat claes 
ress for 10) r newspa) wor 
RED PRESTON, 167, Oliver “Oliver Bt. Boston. 


FOR, SALE Tina equipged cally newspaper 


ey ne pe ane doing good business; right man 
ean buy cheap. 7 Address Box 30. Ken osha, Wis. 


OE DOUBLE CYLINDER, bry or oF without 
folders stroched aon 


. &page: 
trade in’ p Caos rt payim '. 
in Pay yineut. CH at PRESTON, 


Op. THE MAYLEW CO., Bal 00. t 


Fs aT Weekly trad a 

about $20, ear in advertising; 

over to buyer AH ll in ad errising 

Cas st ie — in tite ‘Maat W 

netting owner better than we 
obliged to go to milder climate. og eek, but 

savere man and an editor—can clear frum 


fginad kh pape broker fckon ik 
OOK PUBLISHERS, retir aie be 
original e’ vings f- tone, a line 


work, for sale at two conte per oa ppreinaes ro 
productions Nn nang ——- - sntings ; ngs; I sizes 
ve no proofs; intendin; =. 
must call to see them; or ‘we will ing pa five doh 
lars’ worth or more c. o. d. 
OPTIMUS sheen 5 2 Co., 


UCTION SALE OF PRINTING PLANT. 


On May 10, 1904, Gee com letely equi t- 
ing ana binding OF th ie New ira Cb wi 
be sold by me under ~, % 4-2, 
and small; 
one linotype 1 machine, and all 
ery and stock of paper, etc., to 
=" establishment. It is equ ipped especially 
ne and catalo; . work, and has 
been running for years on such work. 
= Ad oe niga tie Ae gis Ohio _ 
Pants), comer and re: A great 
fee chance at —— pl 
GEORGE 8. DIAL, stee in. Bankru 
Springfield, 0! 
ee 


ADDRESSES FOR SALE. 
1 45 R. F. D. route names; Ohio, $1; new 
Z. X. COREY. Marysville, Ohlo. 
} Padaiampes list 15,000 fresh names, never been 
used. Price $5. 
Names—5,000 fresh, reliable mail-order names— 
for $1; 1,000 for 25c. 
GEO. SCHNEIDER, 
1032 Market St., St. Louis, Mo. 
THE RIGHT war 3 70 p fowl BUYERS 
is to select the class ve le who need 
your goods and tell them B L Ly 4 value 
ar the goods you have for sale. The rest is easy. 
Try our list of South Dakota Cope in Shipper 
$2 th d; three t rite for 
of Teachers, seacphenty, Me Mecianics etc. Every 
guaranteed. All lists t; 
THE WESTERN AD. _ co., 
Millbank, 8. Dak 





oray ten. 





TRADE JOU E JOURNA LS. 


ARDWARE DEALERS’ 3 MAGAZINE. Cireu- 
lation 17,000 (OO). 253 Broadway, New York. 
“ 


————__ ++ 
ADVERTISING NOVELTIES 
OCKET Wallets, 4x7, 1,000 Sgr 10, jaan 
Pena * Wear tke leathe’ SINK SON, 
Printers, 5th above Chestnut, 1 roa hin. 


66 M ‘ste WALLET”—the 2 advertising, nos nov. 


elty. lean ag | and 
Traveler” catalogue, 4c. Y SOLLIDAY Nt NOV. 
ELTY ADVERTISING <i WORKS, Knox, Ind. 


DVERTISE your Tr business with adverti 
noveities. Buy them are Imake = nc! 
holder, toothpick cases, nail file, in lea‘ 
Sample of each, 10c. J.0. KENYON, Owego, N. NY. 


ULVEROID SIGNS; pitest, cheapest, most 

durable and att indoor ” Com- 
lete line of Celluloid Novelties and Buttons, 
Bamplest free. F, F, PULVERCO., Rochester, N. Y. 


RITE for sam' ~~ = rice new combination 
Kitchen Hoo! Bill File. Keeps 5 your 96 
before o housewife aa business man. 
WHITEHKAD & HOAG CO., Newark, N ut 
Branches in all large cities. cities. 
REMIUMS OR CONVENTION SOUVENIRS, 
made from nails. They’re attractive 
omens i cheap. Samp) oe, a World's’ Par 
souvenir, 
WICK HATHAWAY'S C’RN, Box 10, Madison, 0. 
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MAIL ORDER. We write, plan. ane and print advertising litera- 
a is—not the common, every- 
al 50 — t will ane me yen 8] a jegttimate W “hand moderne” sort, but uni attract- 
coughs a rdersin ive, original, a 
90 days. sohere TENS. int i La Salle 8t., Chicago. thes gives your adve sing an individuali 
ANT A BIG MATL} We make ty. We send Me rg | proposition is, comp le at 
W your name to 500 firms over the U. 5., re- kind, the attention will “dollars.” Booklets. 


questing samples sent to you. The best mail 
‘Gut. Only fifteen cents, KISKI MALLING circular ao ee, Lee eee eeeeres Orie 











ns sere SS ae reed soe fee te tee 
WARD id for an: t up a or mon or seni promt e1 or a 
seeder: roposition on U. S. Mete Polish, ¢tc., and we will romps gals ena G 
anintallibie article that retails at 10cents a box terms. GARDNER-WATSON ADVERTISING CO., 
by mailor through dealers. GEO, W. HOFFMAN, 9 1 Baldwin Theatre Bldg., Springfleld, Mo. 
Mere 49 E. Washington 8t., Indianapolis , Ind. ~ 
dition S AID A POOR IRISH WOMAN, 
“share, if I could on ah only wanst stand 0’ 
ADVERTISEMENT CONSTRUCTORS. yvement and see meself druv by ina kerridg er 
(HAS. CUSTER, carjcaturist, Humboldt, Tenn., — re vertistag considerable money ste 3 
isa writer of Advertising. sit in the customer’s and have their own 
RED W. KENNEDY, 171 Washington st.,Chi- Wik tried on them there eer what and 


cago, writes advertising—your way—his way. the’ how” of their ; announcements. While lam 
‘ore mit that a pressure of various mat- 

PECIAL cute and special writing for eve ters has hitherto prevented my learning quite 
S retail business. Very low rates for 62, ART 4j) there is to ence about anyth’ vi have ac 


LEAGUE. New York. qu ired a rtain win in disvernini 6 
OTHING but original stone, from this The ‘army rot oa0 By ts of So. anlia re 
chicken; go let me scratch fo the pursuit Py publicity. y. but — do not 





W.D. FAULKNER, 183 Halsey St. .Brookiyn, N.Y. out 


OO Sa pA, ithe offer, is constant ~ receivin new 
[RADE Menon booklets, cata) recruits trom the ranks of the short-si ne new 


logues, 
od printed ‘on Jetters, ete., writ ea writ Before I can hope to capture a new client f must 


cards, 
illus 
for’ free, aie “How We Help Adverti wee Se 2 Se ee oe nly s&s 
No attention to s. SNYDER & JOH JON 
00., Ellsworth Bldg., Chi and to place it before the public 4 most 
jo cago. attractive manner possible, are two absolutely 
copy’s the thing. different ma 
Nr The rae the di play can % alone al cordially ae + appears from the not 
‘coc 
auything. Copy alone can wae dene i. No 83. Fu FRANCIS. MAULE, 402 Sansom St., Phila. 


ehave a wat Poe telling the facts so they’ll 
tl Put virility, earnestn enthusiasm into 
Rub bir all frills of rhetoric—all the Oo ADVERTISEMENT CC CONSTRUCTORS 
(Amateur 


iy. 
al > ot word-weaving. Furnish copy that con- and other). 
vinces—appeals to reaso es with skepti- FOR THE BEST ADVERTISEMENT. 
cism—assures the besitating. ayy 100 FOR THE SECO: 
whtch have point and character in them and a EACH FOR THE NEXT FOUR IN MERIT. 
anaes studied plan ee em ri on) attents 

We give every account indiv: attention. For of encou amateur ad- 
Have to know something about an advertiser mA constructors, encouraging. inviting the 


before we can let the bide of know how we aid of the masters of the profession, the Ripans 
can help him—and for how much.. Chemical Company will, within the next twelve 
McCALL ADVE RISING ‘Co., months, pay ten dollars each for fifty-two adver- 

. Louis, Mo. tisements submitted to them that they think 

good enough to be worth using, and from ae 


OOK TO YOUR ADVERTISING LETTERS. ear—viz. 
The “Letter Shop” of Franklyn Hobbs, in Soccbes A call ueend ont pin ae oe 
the Caxton Block, Chi lego, isthe home of orler cash prizes for the six best and most effective 
ertising Letters. ouare not one f 
of he fo a hn dre ‘an ri four’ clients of the advertisements that have | been submitted 
r Shop” it w . sure nm The advertisements of the Ri Tabules 
‘ou with vatuable inf tion on Advertisin; ears. 
byt —_ ty ‘Thirteen T bg ne sy Eotwore have heen betees the — xcudbicineaiele 
id are They were the first largely advertised propri- 
nivet th ~y Fy between effective m savertiing mf 
by mail and ‘haph: peo Hiteh etary medicine ever sold i in tablet form. 





: 


your advertising wagon to a two-cent it stamp. They were the first remedy for aypreraie. © ever 
= farnieh 3 you with a harness that will at successfully popularized tt tbrough advertisi 
FRANKLYN HOBBS, They are the o roprietary medicine sold in 
Composer and Balter < of Advertising Letters, the duag oto stores see price as five cents, 
Counsel o1 on Mailing. Fourteen thousand testimonials of the efficacy 


lomerienree pans Tabules, edy, b 
(A BRIGHT, INTERESTING SERIES of mail een recsived at office of the iipans Chemica 
po ae attractively presented, will bring Company in twelve months. 

ers would be unmoved by other methods. 

A persistent series of personal letters (not the r.. h handeed, ieee Bat have Som 
ordinary “imitation typewriting” kind), bright J or apg year Grog ame 
folders, and convincing mailing cards will cre- Every d: in America sells Ripans 
ate an impression that will resolve into new Tabules, aragste names and addresses of 
names for your ledger. persons ss'who hove & benefited by fan Bogs he 

; enn ~ print and mail the series best eens tee ottective Ravertiscments of 

It you’ v0 you, Ripans Tabules. Each case has what see’ 

you re a manufacturer or retailer, anxioug points, but when presented tothe ‘pablic in in 
toincrease your volume of new business, write an advertisement appet to thousands of others 
me on tod business stationery, telling me what Nay a a x ad had thought themeelves 
= pon id like to accomplish. The remedy that cares or oor telhoves one isa boon 

go over the matter with you, and outline a to every other person living ¢ under similar con- 
Proposition that will bring the desired results at ditions. The advertising value of individual 
minimum cost. cases can hardly be overestimated. 





The letter will be worth reading. Address all communications 
ROME g Mail yp CATE RLPANS Cee MPA 
17 Genesee Street, Utica, N. Y. (0. 10 Spruce 8t., New York 
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ADVERTISING ON WINDOWS. 


The manufacturer who, in this enlightened 
age, is laboring under the false impression that 
the dealer will not apply signs to his windows 
fails to appreciate the needs of the dealer and 
the advantage to himself. Especially is this 
true where goods are sold under a trade-mark 
ora special brand. It is desirable that goods be 
sold under a trade-mark, that people become 
so familiar with a particular or distinctive sign 
that the minute they see it there flashes to their 
mind the article that the signrepresents. The 
dealer does not put in stock goods that do not 
sell, if he can help it. The dealer also expects 
the manufacturer or the jobber to supply him 
with advertising matter, and the most appreciat- 
ed, most desirable and far-reaching is the OPAL- 
ESCENT TRANSFER WINDOW SIGN, which he 
can apply to his window and feel that he has 

bi yand in keeping with his 
surroundings, and something that is equal in ap- 
pearance to the finest hand-painted sign. It is so 
constructed, on account of its being open work, 
that it does not obstruct light. A sign should be 
one of sufficient quality and beauty to make a 
favorable impression, otherwise it is a waste of 
effort and money. The manufacturer cannot 
reach anything like the circulation by any other 
means of advertising that he can by the trans- 
fer sign process. The signs made by the Meyer- 
cord Company are mailable and unbreakable, as, 
for insti glass, celluloid dboard, etc., 
and do not cost a great deal for transportation; 
a penny will take a sign anywhere in the United 
States. All you have to do is to advise your 
dealers that you are getting out a handsome 
transparent sign, and ask them to apply these to 
their windows, and in ninety-nine cases out of a 
hundred they will thank you for your interest 
in them, and will be pleased to avail themselves 
of the advertising value of the sign. 
You can get catalogues and price and any 
other information desired by writing 
THE MEYERCORD COMPANY, 
Chamber of Commerce Building, Chicago. 








Mention PRINTERS’ INK. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 33 UNION SQUARE, N.Y. 
READERS OF PRINTERS’ INK WILL RECEIVE. FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 










The Angle Lamp may be “the by results, which is truly the more 
light that never fails,” as stated in artistic of the two? 
its advertisements, but the latter do When it is desired to show the 
not fall in the same category. operations by which an article like 

The half-page magazine ad of a lamp is filled or otherwise put in 
the Angle Lamp here reproduced shape for use, it is obvious that no 
and marked No. 1 will probably be drawing can be too distinct and 
clear for the purpose. 

oe * ¥ 


_The Remington Typewriter Com- 
pany is running a series of adver- 
tisements illustrated by a picture 
showing what good operators and 
various other people have to say 
about the Remington. 

Some of these advertisements are 



















most admired by those “who love 
darkness rather than light.” 

About three or four days before 
tl2 millennium gets here the aver- 
age advertiser may wake up to the 
fact that wash drawings reduced to 
next to nothing and things of like 
character have their place, but that 
their scope is limited. 

_ It certainly should be true that 
in advertising a lamp as much 














Good OperatorsSay 





that they can,do more and 
better work with less 
effort ou the 


Remington 


than on any other writing 
machine. 








Remington Typewriter Company 
327 Broadway, New York 


very good, but here is one which 
is the very opposite. 

People with unusually sharp eyes 
will discover the fact that the white 
outlines at the upper corners of this 

No.2 advertisement represent faces of 
brightness and distinctness should operators working on the machines, 
be secured as is possible. but, unless you examine this ad 

In No. 2 we have the Angle very carefully, this fact will not be 
Lamp proposition treated in a man- noticed. The idea was a good one, 
ner which many an advertiser but as it is carried out the result is 
would consider to be crude and not certainly not a desirable one. 
sufficiently “artistic,” but, judged Anything which is hard to figure 
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out belongs in the puzzle depart- 
ment. 
* * * 
D. M. Ferry & Company have 
been running some very strong and 
attractive copy this spring, and one 


Deserve your confi- 
dence. They have never 
failed — woh't fail now. 
Sold by all deafers. | 


D. M, FERRY & CO. 
Detroit, Mich. 


of their best little ads is reproduced 
here. 

This occupied 28 lines in the 
Saturday Evening Post, but its 
simplicity and unusual character 
made it stand out in a manner 





REVOLVERS 


are unaffected by desert sand 
Or ocean spray. Soldiers and 
sailors, pioneers and hardy 
men of action, unhesitatingly 
intrust their lives to the pro- 
tection of these_arms. 


Catalog mailed 
on request. 
Cotsen FreArmsTfanactring 
HARTFORD CONN. U.S 
[SS SE 


which overshadowed many a larger 
ad. 

This advertising as a whole has 
been very good—probably about the 
best seed advertising that has been 
seen for a long time; 





Just as an object lesson. in the 
use of space, compare the adver. 
tisement of the Colt Revolver and 
Whittemore’s Shoe Dressing here 
reproduced. 

These occupied precisely the 
same amount of space, 56 lines. 

The Colt Revolver ad is not the 
most remarkable thing that was 
ever evolved, and the captious critic 
might say that the desert scene has 
nothing in particular to do with re 
volvers. At the same time the ad- 
vertisement is plain, simple, well 
balanced and attractive. It invites 


Oil Shoe Dressing 


Has been used over 50 years 
muillions of fadies © with ih nor 
s 


Shines Without Rubbing 
Put up ja-6 oz. bottles (xv¢ in 

4 oz. or less, as is often the case). 

Price in durable carton. 25c. 


fe cod one oe Sonad one 


Hii. bes othe prose and we pa 


Send 5 cents for 10 cent box 


of this best of all polishes 
for all patent Jeather and 
shi . It givesa 
ck brilliancy that is 
— and biel rs 
I}! and does not injure the 
in rm leather. 
One bux only will be sent, id, at this and 
this ofer caly holds geod ntl July 1st, 1904. 


Sole Mirs., Dept. P, Cambridge, Mass. 





the eye, while everything of a con- 
trary nature may truthfully be said 
of the Whittemore ad. 

The latter contains two or three 
times too much matter and is ale 
together a discouraging proposi- 
tion. 

The question for the advertiset 
is this: Is it not better to use §0 
words and make it sure that they 
are read than it is to use 200 or 
300 words and make it very nearly 
sure that nobody will read them, 
except the man who has plenty of 
leisure and nothing else? 





Wright’s Bargains is a small but 
effective- looking aper distributed locally 
by the Farmers’ ¥ Exchenge, Freehold, Pa 
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Tne standing of the Montreal Star as “GOOD PRINTING--CHEAP”’ 


a want ad medium is emphasized in a 











booklet made up of letters from people , - 

who have used all its departments. The I do it at Reasonable. Prices and 

ter number are from business men, Promptly. Let me Symaren your oeat 

showing the commercial value of the raw a turn out zs. — 

’ ified liners. satisfaction guaranteed. 1.25 for 

Star's classi either 1,000 Envelopes or Note 
pea aE SS Heads. We also do Ad-Setting 








Tue whole story of security in land 
titles is told in a hundred-word folder|} Ed, De Longe, 606 Gerald Bldg. Chicago 


from the Ventura Abstract Co., Ven- 
tura, Cal—and pointedly told at that. 


Displayed Advertisements. |AVOID BUSINESS TROUBLES 


ine; ey, t Consult HANO! In’ the various on 
wocents a line; $40 a page; 25 per cent extra . — Ano vestigate tie 8 rf 
e ; “ 




















for specified position—tf granted. Ord . 
é ra, Reports, rs and an re- 
Must be handed in one week in advance. | jates to the office and factory. We make mani- 
folding systems for the re store and for the 
wholesaler ; for the jobber and for the banker. 

We go anywhere for business. 





«| WRITE a ~~ Booklets, 
GOOD ADS ” °rspecicitea || PHILIP HANO & CO., 


Id Building, Chicago. 
een = : 806 to 814 Greenwich St., N.Y. 


IMITATION TYPEWRITTEN LETTERS scene 


I can supply you with circular letters in imitation of typewriting, which 
when filled in with | special ribbons (furnished without charge), 
are beyond detection. If you use such letters, write for samples and low 
prices, I can save you money. 


JOHN ROGAN, Circular Letter Specialist, Dept. C, ROCHESTER, N. Y. 




















= Serious Mistake— 
a to & Don’t Make It! 


A great many manufacturers seem to feel that if their goods 
are trademarked and if the jobbers are good-natured, and the 
demand fairly satisfactory, they are on the right track and can’t 
be switched off. 

This is all very comfortable until the time arrives when 
some enterprising competitor gets really busy and wages a cam- 
paign which is broad enough and comprehensive enough to 
capture and hold the lion’s share of trade. 

The safest way is to be first and let the other fellows do the 
worrying. 

Every manufacturer ought to think deeplysupon this subject, 
and the way to stimulate the right sort of thought is to read our 
book, “TRADE MARKS AND BRANDS.” 

This book is free to all manufacturers who write for it on 
their business stationery. 


THE GEORGE ETHRIDGE COMPANY, 


No. 33 Union Square, New York City. 
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PRINTERS’ INK’S DAILY 
NEWSPAPER INVES- — 
TIGATIONS. 





Publishers of daily papers who have 
confidence that the more the world 
knows about them and the field they 
occupy the better it will be for them, 
their field and the world, are advised 
that PRINTERS’ INK is prepared to in- 
vestigate and report upon any field to 
which its attention is invited. 

The PRINTERS’ INK ambassador 
who visits the field will report the con- 
ditions as he finds them. 

It is intended to visit and report 
upon every American town in which a 
daily paper is issued, The time of 
the visit will be at the convenience of 
PRINTERS’ INK. It is estimated that 
at the present rate of procedure it will 
take five years to go over the field. 

If a special report at a specified 
time is desired, the parties interested 
will be required to advance a sum of 
money sufficient to pay the reporter’s 
expenses. This will in no case be less 
than $50.00 nor over $250.00, except 
for towns beyond the Mississippi. 


For more particulars address 
CHAS. J. ZINGG, 
Editor of PRINTERs’ INK, 


No. 10 Spruce Street, New York. 


©--®© 
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The Average Daily 
Circulation of the 


Indianapolis 
Journal 


for March was 


28,125 


And it was an actual, 
paid circulation. It will 
be larger in April and 
May and _ thereafter. 


THE JOURNAL 


is the best newspaper 
in Indiana. It is read 
by the best buyers in 
Indiana. At its rate it 
is the best medium in 
Indiana. That may not 
sound modest, but it is. 








Eastern Representatives: 


SMITH & THOMPSON, 
Potter Building, NEW YORK. 
Western Representatives: 
PAYNE & YOUNG, 
Marquette Building, CHICAGO. 
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The Evening — 


JOURNAL, 


JERSEY CITY, N. J. 
Our 38th Birthday, May 2d, 1904 











Daily Average Circulation: 





ADVERTISERS GET RESULTS THROUGH - 








oo he a 
1900, . . A - 15,106 M onths, 
19ol, . . 7 . 15,891 1904, 

1902, . ° ‘ - 17,532 

rf 20,974 
1903, ° ; : 19,012 





Guarantee of circulation a part of every advertising 
contract. 


Only 2-cent paper in Hudson County. 
Street sales less than ro per cent. 
Every copy goes into a home. 

The kind of circulation that counts. 


Thoroughly covers Bayonne, Jersey 
City, Hoboken, Union Hill, Harrison, 
Kearny and Arlington, with a population 
of 420,000. 


General Advertisers should not fail 
to include in their list 


The Evening Journal, 


JERSEY CITY, N. J. 
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READY-MADE ADVERTISEMENTS. © 


Readers of Printers’ Ink are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Mr. Wm.-A. Cohen, of Toledo, 
Ohio, who calls himself “The 
Toledo Valet,” sends a booklet ad- 
vertising his tailoring business. 
This booklet is printed on a good 
quality of paper, in large type, and 
is illustrated by half-tones. The 
margins are not as wide as they 
should be and the cover is not as 
artistic as it easily might be, but, 
on the whole, it is a good book and 
ought to help Mr. Cohen’s business. 
Just inside the front cover is at- 
tached a sample of cloth. Above it 
are the words: “This is a sample of 
the trousers I am making to order 
for $4.00”; and below it he says: 
“IT would like you to compare it 
with the $7.00 and $8.00 trousers 





made by any other tailor.” This 


is good, strong talk, and, as the 


sample is good, it’s all good adver- | 
tising. In addition to the matter | 
below, which is reproduced from 
the booklet because it’s good talk 
to put into newspaper space, Mr. 
Cohen printed a time table showing 
the proper garb for different times 
of day and different occasion., his 
price list, a list of people for whom 
he has done work, and, last of all, 
his picture, which shows him to be 
an intelligent-looking man and 
rather predisposes one to have con- 
fidence in all he says. 

THERE 1S NOTHING STARTLING 
in the making of trousers to order for 
$4.00. But it is rather startling when 
those same trousers compare favorably 
with the $7.00 and $8.00 ones made by 
any other tailor. 

ow can I do it? By knowing where, 
when and how to buy my woolens; by 
having my own system of making up, 
which is different from any other, and 
above all, by being satisfied with less, 
profit on a pair than the higher oe | 
tailor. I buy nothing but strictly all 
wool goods of the latest designs. The 
making up and trimmings you will find 
equal to the best. d : 

That the public has recognized the 
values I offer and appreciates my work 
is shown by the fact that in 1903 I made 
and delivered 1082 pairs of trousers and 
not a single pair was returned as un- 
satisfactory. 

THE VOLUME OF BUSINESS 
Gives me a decided advantage in turning 











out trousers of good form and wearing 
quality, and, too, I have learned to do 
this economically, which is greatly to 
your advantage, 

EXTRA SIZES. 

Owing to the small margin of profit 
on my $4.00 trousers, I am compelled 
to make a skight extra charge for extra 
tall and corpulent customers. For sizes 
over 40-inch waist 50 cents to $1.00 
extra; over 33-inch seam length, 50 
cents extra. 


BETTER GRADES. 


Often I get an opportunity to purchase 
an extraordinarily good grade of cloth— 
somethin other tailors charge $10.00 for 
—which I make up for $5.00 and $6.00, 

As with my trousers, so also in making suits 
and overcoats, | make thoroughly satisfactory 
clothes at moderate prices. some men waste 
money by not spending enough for a suit, 
Others waste itin paying an extraordinarily 
high price and are not satisfied. Every 
garment I make is absolutely guaranteed 
and it is not yours until you pronounce 
the fit ““O. K.” 

_I make suits as low as $15.00 and as 
high as $35.00. But $20.00 suits are my 
specialty and I guarantee to beat the 
world at. that price. 


SUITS MADE FROM CUSTOMERS’ 
MATERIAL. 


Occasionally a customer has his own 
material. I make up garments, furnish- 
ing all trimmings, from $10.00 up. 


SAMPLES. 


In addition to my large stock of cloth, 
I keep a line of samples from the best 
woolen houses in the country, and if I 
haven’t what you want I can get it for 
you. 

Matt Orpers: Inquiries by mail will 
receive prompt attention. Samples and 
self measuring blanks sent on applica- 
tion. 


REPAIR DEPARTMENT. 


My Repair Department is the most 
modern, up-to-date shop in the State. I 


Dye, CLEAN, Press 
REPAIR AND ALTER 


Ladies’ and Men’s clothes in the most 
satisfactory manner. Every article is 
examined before it is permitted to leave 
the shop, and for that reason I have now 
the largest clientage in this department 
of any tailor in the city. Particular care 
is taken of full dress and all fine ma- 
terials and no extra charge is made for 
slight repairs. 

In connection with my repair depart- 
ment I accept customers on monthly or 
yearly contract, taking care of wardrobes 
for $1.50 per month or $16.00 per year. 
This is a little higher than some charge, 
but my work is more satisfactory and is 
worth more than the difference. That’s 
what my customers say. 











Evening 


To accommodate those who 
cannot conveniently come to 
the bank during the daytime, 
THE wig » cateposters 


N 
is open until 9 o’clock on 
Saturday evenings. 

Deposits accepted ‘in any 
amount from $1 up and in- 
terest paid at the rate of 
4 per cent. Send for the 
booklet. 

Frick Building - Pittsburg. 


PRINTERS’ INK. 
Lots of banks keep open Saturday 


evenings, but forget to Mnoise 1t 
around like this. 


| Open Saturday 





Never Saw Them Advertised Be 


Wonder Why. 





Fishes’ Cheeks 


Did you ever try them? No 
onail bones to bother you. 
They are delicious fried. 
They are excellent in a 
chowder. Together with cods’ 
tongues they are the most 
delicately flavored part of the 
fish, They are rapidly be- 
coming popular, because of 
their many good qualities. 
No trimmings to cut away, 
no waste of any kind. All 
clear fish. Try them for your 
next order. 


WILLIAMS BROS., 
Leading Fish Dealers, 
213, 215, 217 Union Street. 
Telephones 28 and 29. 
Lynn, Mass. 





Almost Irresistible. 








Woman’s Lace 

Lisle Hose— 

ANOTHER NEW SHIP. 
MENT. 


About 100 dozen women’s 
solid black lace lisle hose, 
with improved garter top, and 
silk embroidered lisles, fancy 
stripe and figured hose in 
great variety will be on sale 
to-day. The best values we 
have ever had; our own im- 
ortation. If you favor lace 
isle hose, now is a splendid 
chance to supply yourself. 
More pretty patterns than we 
have shown before _ this 
season; 65c. and 75c. grades. 
To- -day, 48c. 


THE CRESCENT, 
Spokane, Wash. 








Good Enough. 








a 
Bowling 


Is an ideal all-the-year-round 
sport. Invigorates mind and 
body in the languid days of 
summer. Come down and 
try the new alleys for an 
hour or two, 


F. E. BECKER, 
66 Temple St., Hartford, Ct. 








This is a “Meaty” One. . 





fore. 





Beautiful 
Lace Blouses. 


A lace blouse is a decided 
factor in fashions this spring. 
Every other woman will be 
wearing one- at fashionable 
gatherings from now on. 

A little beauty is of imita- 
tion white Point Venise made 
over white China silk. $7.50. 


JOHN WANAMAKER, 
Philadelphia, Pa. 








There Ought to be More of Such Ad- 


vertising. 








Two Kinds 
of Milk 
ND. 


OUR KI 
RICHNESS — Before _ being 
accepted at our dairy all 
milk must reach the high 
standard set by us for rich- 
ness in butter fat. If it 
falls below this standard it 
is rejected. 
PURITY—Milk as it arrives 
at our plant is passed 
through a fine quartz filter 
under pressure, which re- 
moves all sediment and 
most of the ~~ life pre- 
valent in all m 
PASTEURIZATION — This 
means that every remain- 
ing form of germ life in 
the milk is destroyed by a 
simple process of heating 
it to a high temperature 
and then quickly cooling. 
This is accomplished with- 
out changing the flavor or 
peg properties of the 


OTHER KINDS. 
There are many of them. 
We shall be pleased to 

serve you with ours. 


THE JOHNSTOWN SANI- 
TARY DAIRY CO. 
*Phones—City, 259; Bell, 291 
Johnstown, Pa. 
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Advertising Agencies. 


Advertisements under 
without 
han 


this head, two lines or more 
y, 40 cents aline. Must be 
in one week in advance. 


ALABAMA, 
As ADVERTISING CO., Mobile, Alabama. 
. Distributing and Outdoor Advertising. 


CALIFORNIA, 

URTIS-NEWHALL CO., Los Angel: 
C nia. Estab. 189. Place adve : any- 
where— new! trade pay 
outdoor. ‘ective ads. Marketing plans. PACE 
FIC COAST ADVERTISING, 25c. copy; $2 year. 

ARNHART AND SWASEY, 107 New Montgom- 

f Chicago; 10,000 09, ft ploy 60 pe bo 

o! ; occupy 10, . ft.; emplo; ie; 
manage all s t an Vertiaing cam: 
paigns 

ously for new: bill 
street care disteivuting,ete. Can 
wholesaiers and retailers. Knowing Coast co! 
tions, we can place your advertis’g without ‘i 
Write for booklets. 


DISTRICT OF COLUMBIA. 


~ FOR $line Want Ad in 16 dailies. 
Send for listsand prices. 1M RRELL 
ADVERTISING AGENCY, Star Bldg.,Wash., D.C. 


ILLINOIS. 
RED W. SEaEED ADVERTISING AGENCY, 


171 Wi .» Chi , can place your 
work in any pu lication. Writes advertising. 
KENTUCKY. 
M. CALDWELL Adv. Ag’cy,Louisville, plans, 
e prepares, places adv’ng; newpapers, Mags. 


MARYLAND. 
ILBOURNE ADVERTISING AGENCY, Balti- 


more. Estab. 1876. Newspaper, e, 
yutdoor advertising a. ol hn 
Don’t spend $1in Md. before ge’ our estimate. 
MINNESOTA. 

OLLENMAYER ADVERTISING AGCY., Trib- 
une Bidg., Minneapolis. ized agency 

of the Northwest; gives small accounts proper 
attention. Members American Adv.Agents’ Ass’n. 


Califor- 


NEW YORE. 
9GORMAN AGENCY, 220 Broadway, N. Y. 
Medical journal advertising exclusively. 
Gris ADVERTISING AGENCY, 719 St. James 
.. N. Y., Newspaper, Periodical and Out- 
door Advertising. or small contracts ac- 
cepted. Consult us before placing your advertis’g. 


N°2tE AMERICAN ADVERTISING CO., the 
perative vertising agenc: 
pt | in all cusses of 


0-0 

. Places ad 

mediums. Affiliated with the American and 

Foreign Trading Co.. which handles American 
foreign goods in the home 

market. Communications from manufacturers 


d output ested. F. L. Perine, 
president; WW. Beoley, ident; F. James 
treasurer, 


ibson. omar Baxter Caterson, 
100 William 8t., New York. 


OHIO. 
LARENCE E. RUNEY, Runey Bldg., Cincin- 


navi,O. Newspaper, Magazine, ‘Out-door 
Advertising. Printing. Designs, Writings. 
PENNSYLVANIA, 
AND HORNBERGE 
a - EDVERTISING AGENTS, 


dg., 
Pd i 


street 
folders; to gi 
with 


who want increased returns. 


PRINTERS’ INK. 


HE . 1. IRELAND ADVERTISI 
T: lished 1800), AGENOT, 
Sr as 
“Sei nteeriee of folders and eats 
Jrea: mail-series 0: 
reach the trade. elders ont to 
925 Chestnut Street, Philadelphia, Pa, 
= RHODE ISLAND. 
. OSTBY AGENCY, Providence— 
catchy “ad ideas,” Bright, 
paper adv. waxine, news. 


‘or clients. 
v in 


H% ofte: agen f ee 
n nts of Am firms tell 
that their advertising becuus 
not in harmony with Candice ere 
We can get the best results for an aj Propriation 
a. Correspondence solicited, 
DESBARATS ADV. AGENCY, Ltd., Montreal, 


NOT A PROFESSION, 

The day has passed when a person ma 
stick a sign on the door, “professional 
advertisement writer,” and expect to 
make a living at it. The advertisement 
writer who works independent of the 
advertising agency must be a_ business 
counselor and must go deeper into busi- 
ness than advertisement writing. With 
the agency he is merely used as a ma 
chine to help in the selling and is not 
nearly so well paid as the man who 
goes out and gets the business. In the 
case of the advertisement writer whose 
whole time is taken by one store, he 
must have a knowledge of the business 
for which he is writing, because no 
man ever wrote convincingly of that of 
which he knows nothing. “The yo 
man who starts in realizing that the a¢ 
vertising man must, first of all, have 
a good knowledge of business methods, 
will make a success in the field. When 
he gets this knowledge of good business 
methods, he realizes that the advertise: 
ment writing is really a very small part 
of it. He will realize that the man who 
can plan successful advertising is the 
man who is the advertising man—that 
this ability comes only after years of 
experience—and as a result advertise 
ment writing is really not a profession, 
because there is so much above it— 
White’s Sayings. 


Seana _ancaenmeemmeeenet 

PLAYING OUT OVER THERE, TOO. 

As far as we are aware there is only 
one publication in London which de 
clines advertisements in which the word 
“Free” is intended to mislead and its 
application is obviously abused. In cur 
rent literature, however, we notice the 
word is not so “freely” used as it used 
to be. The public are beginning to see 
through the little deceptive plan by 
which they are often inveigled into 
transactions from which they cannot 
afterwards withdraw without a 
deal of trouble. Every advertiser should 
stick to straightforward _ dealing. 
Honesty is the best policy, undoubtedly. 
If a catalogue or a sample is free, there 
is no harm in saying so, but do not say 
an article is “free” if the applicant has 
to purchase something in order to obtain 
it.—Advertisers’ Review, London. 


——__+o— 

“Tue Two Bells” is a brief folder, 
with an eyeful of telephone argument 
and pictures, sent out by the contract 
department of the Bell Telephone Coy 
Philadelphia. 















































PRINTERS’ INK. 
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—— 


Costly Whims 


TE hardest task I find in selling inks is to in- 








duce printers to send their first order.. My 

demanding cash in advance seems to be the 

barrier, and, rather than take the risk, they con- 
tinue in the old rut year after year, actually throwing 
away money which they could use in increasing their 
plants or spend it on their families during vacation 
time. Some seem to think that I am reflecting on 
their financial standing, while others are so prejudiced 
against paying for goods before they receive them that 
they would rather be charged double my prices for the 
privilege of settling the bill within thirty or sixty days. 
I recently had a case where a New York State publisher 
objected to my methods of cash in advance because it 
was against all business laws. He advised me to get 
over my funny notions, do business as others do, and I . 
would be more successful, He claimed, to read my ad- 
vertisements made me out as a crank, and he guessed 
I was one. This same publisher bought a keg or two of 
my news ink for which he paid 5 cents a lb., but now he 
pays 7 cents a Ib. to a competitor for the privilege of 
getting the ink before he sends the money. Forty 
(40°/.) per cent increase is a mere trifle to this crank, as 
long as he gets his own way. The dry goods firm of 
R. H. Macy & Co., one of the largest in the world, re- 
fuses to open an account with any one, be they rich or 
poor, and although I am. not blessed with as much 
money as Macy & Co., I am just as independent, and 
the concern does not exist that can get my inks unless 
they pay for them in advance. When a customer is 
dissatisfied with his purchase, I immediately refund his 
money and reimburse him for all transportation charges. 
Send for my pricelist. It contains many valuable 
suggestions for relieving troubles which are unavoidable 
in the pressroom. 


Address PRINTERS INK JONSON 
17 Spruce Street, NEW YORK 




































PRINTERS’ INK. 


Three Girl Llembens 
Omreris ildens Jocery 








The Ideai The Key toa 
Family Paper Million & a 
of America Quarter Homes 


@ The policy of COMFORT from the start has been to make 
it a “home” magazine in all that the word implies. Q Its aim 
is to create and maintain the interest of the women ahd children. 
@ The paper or magazine which gets closest to the women 
and children is the medium that will benefit the advertiser 
most. You can reach more country women. and children 
through COMFORT than through any other single paper 
published. @ Ask any advertising agent about COMFORT, 


or write, 


W. H. GANNETT, Publisher, {nc. 
AUGUSTA, MAINE. 


New York Office: 707 Temple Court Chicago Office: 1535 Marquette Bldg. 








